























FOUNDED 1855 


HARDWARE AGE 


239 WEST 3%h STREET, NEW YORK CITY 
GEORGE H. GRIFFITHS, Manager LLEW S. SOULE, Edéter 
Associate Editors, John A. McNamara, Charles Downes, New York; H.C. Teller, Chicago; Robert A. Walker, Pittsburgh 
; BRANCH OFFICES 
Chicago, Otis Building Boston, 185 Devonshire Street Cleveland, Guardian Building 


Pittsburgh, Park Building Philadelphia, 1420 Widener Bldg., Locust 5189 Cincinnati, Mercantile Library Building 
London, England, 11 Haymarket, S. W. 1. San Francisco, 320 Market Street 


Entered as Second Class Maiter May 22, 1913, at the Post Office at New York, New York, under the Act of March 3, 1879 
Yearly Subscription Price: United States $3.00; Canada $4.00; Foreign $6.00 
Single Copies: 25c, each. 
Subscription remittances should be made by Check, Post Office Money Order, 
Express Money Order, or Bank Draft, payable to HARDWARE AGE, New York 


Published every Thursday by the Iron Age Publishing Co., 239 W. 39th St., Owned by the United Publishers’ Corporation, 239 W. 3% h St., New York 
New York City—F. J. Frank, President & Treasurer; George H. Griffiths, City—H. M. Swetland, President; Chas. G. Phillips, Vice-P;esident; A. C. 
Secretary Pearson, Treasurer; F. J. Frank, Secretary. 











HARDWARE AGE is a member of Audit Bureau of Circulations, the recognized authority 
on expert circulation examinations. © Member of the Associated Business Papers, Inc. 














Hardware Age is a consolidation of Iron Age-Hardware, Hardware Reporter and Western Hardware Journal 





CONTENTS 


October 20, 1921 





Special Features 


Puietiee Ge Tome ten the FU Ge Ge BOO onc ck ccc eg eccceccccceccncesic 53 
Painting time is here as every hardware man will tell you.’ Get busy. 

‘Beplentes the Tools that Disappear. . pi thinnk eh Meehan hetn wes ecenered 56 
Saws, like umbrellas, have a “habit of losing themselves. Replace them. 

Bacouraging the Customers te Pay Cath... 0... cccccccccccccvccccceccccessccce 58 
Burke & Wright, Waukegan, Iil., have devised a good system of discounts. 

How the Jobbers View the Auto Accessories .............cc ccs ee cece cece eeceees 59 
The hardware jobbers are all favorable to the handling of accessories. 

Paint Question Box.........ccees: OP i ee ee ee ee ar Sey ane EE 61 
There are a lot of questions that you have never been able to answer. 

The Galen Who Saye “Tay Th Tee” . ow... acc ccvsccccvcantcresarcsceess 62 
Demonstrations are wonderful selling propositions if put on rightly. 

Tieteinns the Ante Golag Al WOE soo ciccc cs cece cccccccesscesesceeeseccccsvcves 64 
You can sell many accessories this winter to people who use their cars. 

How the Makers Help the Retailers........ ............. , Salenndeali a Wiaiiuatkes oe 
You can get a lot of selling ideas from the paint ccniiasnenets 

iniine Aoconmerion @ Tlar@ware TAGGG. 2... nw ccc ccc ccc ccc ccc cc ccccccccccces 67 
Every dealer can follow the example set by W. H. Fox & Co., Cincinnati. 

ee es ne ae GRD Gh Pilar eee oh occ sc gcc tevcccncencedesedasesecs 69 


The “Save the Surface” people are offering a prize for a good name. 


Regular Departments 


EE eee eee 71 New Goods and Novelties .........--++++ee0% 88 
I EMME Cee ce ccccccvcectvageswe 72 Motor Accessories ........ccccecerercscccce 92 
Publicity for the Retailer ...........-..eeee 76 Notes of the Retail Hardware Trade......... 94 
Market Reports on Trade Conditions ........ 78 Notes of the Hardware Manufacturers....... 96 


Current News and Miscellaneous 
Coming Hardware Conventions ............. 70 


























51 


4 
‘ 
4 














HARDWARE AGE October 20, 1922 


Show them the NATIONAL No. 806 





—and call these advantages to mind 





1. SUPERIOR CONSTRUCTION—Doors equipped with this set 
swing into the jamb against stops, the same as in high-class house 
construction. 

2. EASE OF OPERATION—A simple push opens the doors, a slight 
pull closes them. No binding—all friction reduced to the mini- 
mum. 

3. ABSOLUTELY WEATHER-TIGHT—Impervious to the elements 
because doors are hung on the inside, and hung closer than with 
any other set. 

4. ACCESSIBILITY—This set gives free and easy access to the 
garage in all kinds of weather. Snow and ice can't interfere with 
opening or closing of doors. 


SAG-PROOF—An adjustable feature prevents sagging doors. 

6. COST—The price on this set is such that, considering quality and 
service, it is the cheapest combination possible with which to 
efficiently equip garage doors. 
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Swivel 
Hanger 








Your customers will appreciate these 
advantages. You'll appreciate the ex- 
tra profit that our liberal dealer prop- 
osition provides. 


When in need 


of Garage or 
Builders’ Hard- 


ware — put it 


May we tell you about it? 


National Mfg. Co. 


Sterling, Illinois 


up to National. 


We make a 


complete line. 

















The Hanger operates on 

a swivel and turns on the 

track without sticking or 
binding in any way. 
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ideal time in which to do ex- 

terior painting. But there is 
good authority for putting fall far 
ahead of spring as the most desir- 
able season. 

Some of the advantages of fall 
painting are: 

‘ Less annoyance from flies. 

Wood is drier and absorbs paint 
better. 

Less likelihood of rains. 

Drying is slower, more even and 
more satisfactory. 

Skilled labor is more easily ob- 
tained. : 

Now, any one of those five rea- 
sons will appeal to the hard-headed 
man as good justification for fall 
painting, and when the five of 
them are considered together they 
are just about an «unanswerable 
argument for September and Octo- 
ber decorating. 


G ier time i spring is the one 















Painting the House 


in the Fall of the Year 


There Is No Time Like the Present for 
Selling Home Owners Their Protection 
Against the Coming Wintry Winds— 
Your Arguments for Fall Sales 










Suppose some good customer tells 
you this week or next that he is 
going to do his house over again 
next spring. Do you not owe him 
the duty of explaining the advan- 
tages of painting now? And if you 
explain the advantages, it is quite 
likely that he will adopt your sug- 
gestion, and that will be a boost 
for fall paint sales. No dealer wor- 
ries about spring paint business. 
It is just naturally big. But bol- 
stering up fall sales is something 
else again, and it can be done with 
the right effort. 

Painters and paint contractors 
will encourage fall painting. They 
have their hands full in the spring 
and are trying to get enough help 
to take care of the work they have 
in hand. In the fall they are look- 
ing for business. That means bet- 


ter painters may be had and pos-- 


sibly the price will be shaded a 
little. 

If, after you tell your customer 
that fall is the ideal painting sea- 
son, suppose you suggest to him 
that he take the matter up with 
the man who will do the work. If 
he will do this you have a strong 
ally for your fall paint campaign. 


Real Live Campaigning 


Woodward & Walton, Carlinville, 
Ill., have taken the paint counter 
into the homes of the city and have 
accomplished a great deal in “drum- 
ming up” business. Now, the con- 
cern nor its representatives are not 
going around with a one-horse 
wagon “peddling paint,” but they 
are taking the story of clean up 
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and paint up to “save the surface” 
right into the homes and they are 
putting across a live campaign that 
anyone might do well to copy. 

This enterprising store has a can- 
vasser out most of the time and he 
carries along with him some color 
cards and other illustrated paint 
advertising. After he has talked 
to the lady of the house about a 
washing machine or the man about 
a furnace, he says: 

“Your house really ought to be 
painted. It means preservation for 
your property and enhanced value 
if you dress it up in a new coat 
of paint.” Naturally the man is 
interested. Any home owner is in- 
terested in his home. Talk gets 
into colors, number of gallons, 
costs, etc., and before long an order 
is landed or at least a promise of 
business has been secured. Some 
other dealer or painter might have 
landed the job had not Woodward 
& Walton taken the story of “paint 
up” right into the man’s home and 
talked with him about it. 

One thing the hardware man can- 
not afford to do is to recommend 
cheap paint. If his trade calls for 
it, let him carry a line of second- 
grade paint, but nary a drop of it 
should be sold without its being 
plainly told just what it is, just 
how much can be saved-and just 
how the paint is apt to act. If the 
question of price is the only ques- 
tion, then it may be good business 
to meet prices, but it should never 
be done under the guise of quality. 
Better lay the cards face up on 
the table and tell the man just 
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The little house all painted made a hit 


what he is going to get. Even 
then it is to be questioned if it pays 
to sell inferior paint. Certainly it 
does not build business. No job 
should be such that you _ are 


ashamed to have hung up around it 
the sign “Paint furnished by the 
Worth-While Hardware.” It is a 
questionable profit when it means 
the loss of customer confidence. 
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Another sales possibility in fall 
painting is interior work. Of course, 
many good housekeepers do their 
big cleaning splurge in the spring, 
and that is the time that new wall- 
paper and new woodwork become a 
foremost consideration. But the 
same woman gives her house a 
going-over in the fall and she is 
very apt to want some painting 
done at that time. 

Stress this point in talking inte- 
rior decorating in the fall: 


BRIGHTEN EVERY ROOM 
AND CHASE WINTER’S GLOOM. 


Call attention to the fact that 
far many more hours are spent in- 
doors in the fall and winter than 
in the spring and summer, and that 
the need for bright, clean rooms 
is far greater then than when the 
lake and golf and other outdoor en- 
joyments call the folks away. Home 
is a place to eat and sleep in dur- 
ing the warm season, but it is a 
place to live in during the winter, 
and it cannot be livable if it is 








Displaying the brushes prominently along with the paint makes sales better in both lines 
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This big cutout emphasizes indoor work 
that can be done this winter 


dirty and dingy and in need of a 
little paint and brush. The home 
appeal is a strong one, and the 
shrewd advertiser will have a lot 
of heart interest and home appeal 
in his fall paint advertising. And 
it will bring business. Nothing 
opens the purse-strings any quicker 
than an appeal to the home-loving 
instinct of men and women. 

No department of a hardware 
store has more important place for 
quality consideration than the paint 
department. There is nothing in 
which quality is more apparent 
than in paint and in which the ab- 
sence of it is more to be decried. 
Look at the picture here. It shows 
the side of a very nice little home 
that was painted less than a year 
before the picture was taken. But 
cheap paint was used. And the re- 
sults are evident.. The house should 
be done over again. Does it pay 
to save $15 on paint and then lose 
two or three years’ service? Paint 
costs are small compared with la- 
bor expense, and it costs just as 
much to put on white chalk and 
naphtha as it does a high-grade 
mixed paint. 
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can avoid complaints about painting peeling off if you sell the best paint 





Replacing the Tools That Disappear oe. 


Saws Are Borrowed and Never Returned and Some 


People Steal Tools Like They 


Do Umbrellas—The 


Tools That a Mechanic Will Have Around His House 


JTUST so long as small tools are 
classed with umbrellas and are 
semi-public property there is 

going to be a good market for them. 
One shudders to think what would 
happen to the tool business if 
everyone signed the pledge to touch 
not the tools that belong to some 
one else. Funny how a man can 
be the very soul of honor about 
money and property in general, but 
simply cannot remember his Sun- 
day school lessons when he comes 
into temporary possession of a tool 
someone else bought and paid for. 

It is said there is a deep-seated 
conviction among the “cullu’d 
ge’men” that stealing does not ap- 
ply to chickens. It must be that 
the rest of the community has the 
same conviction about tools. 

Tools wear out very slowly. Given 
care, a hand saw will last almost a 
lifetime and there is no reason 
why a new plane should not stay 
new for decades while a brace and 
bit ought to be an heirloom handed 
dewn from generation to genera- 
tion. But so long as tools become 
“lost, strayed or stolen” there is 
going to be a good replacement busi- 
ness, big business, in fact. 

Not all the new tools bought are 
purchased to take the place of ones 
which are s——, well, let’s say mis- 
appropriated. Tools have a way of 
getting lost and of being misplaced 
and this makes business for the 
tool man. And the care or lack of 
care given tools is shameful. Saws 
are allowed to rust, chisels are 
misused and nicked, hatchets are 
discarded because they are dull and 
there is a general lack of care 
which makes new tools as necessary 
as new clothes, with the difference 
that the latter usually wear out 
while tools are allowed to rust out 
or otherwise “peter” out through 
lack of care. 

And the hardware man profits. 
He just naturally capitalizes this 
mistake of humanity. 


The Mechanic’s Home Tools 


The tool business is not to be 
sneezed at particularly if the hard- 
ware man is an industrial city mer- 
chant. Shop men have to use tools 
in their work and shop men are 
great users of tools at home. They 


have mechanical ability and what 
is more natural than that they 
should do the “puttering” around 
the house? And this calls for 
saws and planes, braces and bits, 
squares and hammers and a whole 
list of practical every day tools. 

A good hardware store without a 
good tool department is an anomaly. 
Such a combination one rarely 
finds. And in many stores the 
chief emphasis is placed on tools. 
The Churchill Hardware Co., Gales- 
burg, Ill., has no finer department 
than its tool department and the 
goods are displayed on wall boards 
that are not under glass or key and 
the customer can look the stock 
over from A to Z and serve: him- 
self. 

At Joliet, Ill., the Barrett Hard- 
ware Co. has a fine stock of tools 
and consider no department is de- 
serving of more care than this one. 
Bornemann & Sons, Elkhart, Ind., 
have always handled the finest 
grade of tools and they have found 
their business growinz year by 
year. 

What line permits the sale of 
allied goods better than tools? The 
man who‘buys a saw—just a com- 
mon hand saw is probably in need 
of a rip-saw as well and the good 
salesman will sell him. When a 
customer asks for an 8-in. flat file 
it will require only a little effort 
to interest him in a half round and 
a tapering file because his flat file 
will not get into all the’places where 
a file is needed. The man who buys 
a brace needs new bits and the 
plane customer is more apt to be in- 
terested in a good hammer than not. 
No one tool will do all the work on 
a construction or repair job. The 
progressive salesman will find out 
what kind of a job is to be done 
and will try to sell every tool 
needed on that job. 

Selling good tools, hardware men 
seem agreed is the one wise policy. 
Selling price tools is bad business. 

In the days when a good nail 
hammer could be had for $1.25 the 
Edwards & Chamberlin Hardware 
Co., Kalamazoo, Mich., had a cheap 
one at 50c. These cheap hammers 
were down in a drawer under the 
counter—out of sight. 

A customer came in and said 
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“let’s see a hammer.” A salesman 
showed him $1 and $1.25 hammers 
and told the merits of them. 

“Haven’t you got some cheaper?” 
asked the man. The clerk said he 
had but made no effort to show 
them. 

“Well,” said the customer, with a 
trace of impatience, “let me see the 
cheap one.” 

And the salesman showed it with 
this remark: 

“This is 50c. and that’s all it is 
worth. I would prefer not sell it 
to you.” And the man went out. 

He was back in less than three 
weeks and bought the best hammer 
in the store. And he has confidence 
in that store. He knows that the 
tools it sells are worth buying. 
Cheap tools that do poor work and 
fall to pieces are a poor advertise- 
ment for a store that wants its 
business to grow. 

The automobile has been a bless- 
ing to the tool interests. There are 
many tools needed to keep cars in 
running order and the man who 
tinkers about his own machine is a 
rich field for tool sales. The kits 
that come with cars are usually in- 
adequate. One hardware store hit 
upon the plan of getting up a kit 
of tools needed by the car owners, 
putting them in the window, pric- 
ing them a little lower than regu- 
lar and making a drive on them. 
They sold well. Customers could 
choose and buy only a part of the 
kit, if they wished, but they got a 
special price by taking the outfit 
and most of them did that very 
thing. 

The boy is a big factor in tool 
buying. Manual training in our 
schools have made him so. Culti- 
vate him as did the Jones Hardware 
Co., Greenville, S. C. This concern 
made a special window display of 
the furniture built by the boys’ 
club and gave the young fellows 
other advertising, befriending them 
in a hearty way. And naturally 
they get the tool business of the 
coming carpenters and machinists 
of Greenville and the tool business 
of the man who may later be a 
doctor or a dentist, but who loves 
to build things and cannot build 
without tools. 

Tools are small in size only—but 
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Using saws as a background is always good and the floor covered with tools will bring in customers 


big in sales possibilities and profit 
possibilities. 

You will find that carpenters will 
respond readily to the proposition 
of buying more than one of an ar- 
ticle at a time. For instance, the 
idea of selling three files to both 
carpenters and householders has 


taken hold of the trade and brisk 
business is reported in every sec- 
tion of the country. Then the 
selling of tool boxes to people who 
have bought several tools is an in- 
centive for them to buy more things 
that they need around the house. 
The fall of the year is the time to 


sell them. Inside work is starting, 
men are staying home more these 
evenings and can do more work 
around the house; they want to fix 
up the place so it is in a better 
condition and there are a thousand 
and one repair jobs that must be 
attended to. 


Display boards furnished by manufacturers make the basis for a first class tool window 








Encouraging the Customers to Pay Cash 


Five Per Cent Off for Cash and Six Per Cent on 
for Credit Is the Manner That Burke & Wright, 
Waukegan, Ill, Have Successfully Worked Out 


one of his famous cartoons cen- 

ter around the hardware dealer 
and entitles it, “Wonder What a 
Hardware Man Thinks About,” he 
won’t go far wrong if he pictures 
the hardware merchant wondering 
about his credit business. In prac- 
tically every group meeting held in 
Wisconsin this year no subject has 
caused more earnest discussion than 
the question, “how can we reduce 
our credit sales.” 

And the best answer yet seems to 
be “by offering a cash discount and 
thus increasing the cash business.” 

Now there are a lot of hardware 
men who would like to give a cash 
discount and thus lessen their credit 
risks but many of them think that 
they cannot do so. They regard lo- 
cal conditions as peculiar and say, in 
objection: “We have a lot of farmer 
customers and a cash discount will 
not be acceptable with them.” Yet 
it remains a, fact that every store 
trying the cash discount plan, so far 
as we know, considers it a sparkling 
success and would not change back 
to the old method under any cunsid- 
eration. 

If the manufacturer and whole- 
saler regard the discount plan a wise 
one why is it not equally applicable 
to the retailer? 

Here is a very important reason 
why credit sales are destroyers of 
profit. A business expert estimates 
that five per cent net is all that the 
average hardware man will make 
this year, that is five per cent on his 
sales after all expenses are paid. 
Now suppose that he charges $100 
worth of sales and the charge runs 
for one year. He borrows money at 
the bank to replace that $100 of idle 
capital and pays six or seven per 
cent for it. Instead of making five 
per cent he has lost the difference 
between five per cent and the in- 
terest charge he has to pay. 


Frank Burke’s Plan 


One store which has tried the cash 
discount plan for a term of years 
y is thus in a’ position to give it 


T' Cartoonist Briggs ever makes 


44 thorough test is the Burke & 
paVvright store, Waukegan, IIl., and 
‘ Frank Burke says it is the most 
important forward step the store has 
ever taken. In announcing the 


change cards were printed and 
circulated and there hangs in the 
store a big bulletin reminding the 
trade of the terms of every trans- 
action in the store. The wording of 
these cards and bulletins is as fol- 
lows: 

“We allow a discount of 5 per 
cent on all cash sales on all pur- 
chases of $1 or more, except on 
such goods as may be marked at 
a special cash price. 

“We allow a discount of 3 per 
cent on all accounts paid on or be- 
fore the tenth of the month follow- 
ing date of purchase. 

“We add an interest charge of 6 
per cent on all unpaid accounts 
after thirty days. 

“We add a ten cent charge on all 
deliveries.” 

This plan has been followed for 
three years so there has been ample 
time to try it out thoroughly. “It 
is a big success, in our estimation, 
and we feel that our customers like 
it as well as we do,” says Mr. Burke. 

One of the questions asked at 
group meetings concerning the cash 
discount plan is “what effect does it 
have on increasing cash sales?” And 
while many merchants who use it 
cannot give actual figures all say 
that it has the sure effect of greatly 
increasing cash sales. Burke & 
Wright keep accurate records and 
can give definite figures on the in- 
creases in cash business since the 
discount idea was put to work. 

For the last year under the old 
plan the sales in the store were: 
cash business, 44 per cent, credit 
business, 56 per cent. Under the 
new plan the change has been a big 
one and the records show: cash 
sales, 86 per cent, credit sales, 14 
per cent. This means a decrease of 
28% per cent in credit business and 
an increase of 109 per cent in cash 
sales. 

In computing the figures, records 
were kept of cash sales under $1 
as well as over $1 and it was found 
that 20 per cent of the cash business 
was on sales of less than $1 and 80 
per cent on sales of over that 
amount, which actually makes the 
cash discount on business 4 per cent 
as no discount was given on pur- 
chases less than $1. 


The Ten Day Discount 
The idea of allowing a cash dis- 
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count on bills paid on the tenth of 
the month following date of purchase 
is to stimulate early settlement of 
accounts and to give the benefits of 
cash terms to the contractor who 
pays promptly and to the house- 
holder who orders goods by telephone 
and pays without delay but does not 
always come to the store. Some 
hardware concerns using the cash 
plan do not give discounts to con- 
tractors as the price of the goods is 
special or a contractor’s discount is 
given and so exception is made in 
such cases. No cash discount is 
given on special sale merchandise as 
the special low price forbids it. 

Credit is a convenience to allow 
your customers to pay for a number 
of items at one time. At no instance 
should it be considered anything else. 
Merchants are not in the banking 
business and credit should not be for 
a period so long that it destroys or 
lessens profits. 

Does the cash plan lessen busi- 
ness? That is an important ques- 
tion and it is always asked at group 
meetings where the subject is up for 
discussion. And the answer of the 
store’s using it has always been “No, 
we do not lose business. Some cus- 
tomers resent it at first but when 
they see the advantages of the plan 
they are for it.” 

Now the interest charge is looked 
upon askance by some dealers but 
if it is logical to reward customers 
for paying cash is it not equally 
logical to penalize them for failing 
to do so? The two seem to go hand 
in hand. Interest cannot be charged 
where a cash discount is not given 
but it can be when there is “some- 
thing off” for cash. 

Credit men say that one of the 
most important things a merchant 
can do is to have a definite under- 
standing as to how long an account 
is to run. Terms should be for 30, 
60 or 90 days and customers should 
be held strictly to the terms. Open 
accounts that never reach a settle- 
ment are costly. There should be a 
definite time to pay and payment 
— be made when the account is 

ue. ; 

Right now credits are more im- 
portant than ever. Successful mer- 
chants are going to watch them very 
closely. 
































How the Jobbers View Auto Accessories 


George Worthington Co., Cleveland, Handle Auto 
Accessories with Much Success and Tell What the 
Retailer Should Do to Make This Department Better 


‘HE story of how the retail 
hardware merchant views the 
tire and automobile accessory 

business has been told frequently in 
these columns in articles reviewing 
the successes that numerous hard- 
ware dealers have made in these 
lines, but retailers may not be as 
familiar with the experiences and 
the views of the jobbers in respect to 
the possibilities of the accessory 
business. The jobber has done much 
to blaze the trail for the retail deal- 
er, for he has had a large share in 
the educational campaign that has 
shown the retailer the way to largely 
increase his sales and profits by deal- 
ing in tires and accessories. 





One of the first hardware jobbers 
to enter this field, having sold tires 
and accessories for ten or twelve 
years, is the George Worthington 
Co., Cleveland. This department of 
the Worthington Co. jobbing busi- 
ness is under the direction of H. E. 
Hulburd, sales manager of that 
company, and his opinion of the 
possibilities of the tire and acces- 
sory business of the retail merchant 
and his advice as to how that de- 
partment of a retail store should be 
conducted, which are the result of 
long experience in selling accesso- 
ries to the retail dealers, should be 
of much value and interest to the 
retail merchant. Says Mr. Hulburd: 
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“The tire and accessory business 
presents wonderful possibilities to 
both the jobber and retail dealer. 

“This message must be put across 
to the retailers! He must special- 
ize on accessories if he wants to 
cash in. He must make a depart- 
ment of accessories and put a man 
in charge who understands and is 
interested in them. 

Carrying Salable Lines 

“The retailer should carry staple 
lines and not put in unsalable spe- 
cialties that prove to be lemons and 
that cause him to condemn the whole 
accessory business. 

“The retail dealer should carry 
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a markedly complete line but a 
small stock. 

“The retail dealer should give 
service as well as make sales. 
Don’t sell a man a tire or a bumper 
or a spot light and expeet him to 
take it to a garage or a service sta- 
tion and have it put on.” 

When the Worthington Co. first 
began to handle accessories as a 
jobber it stumbled into the same pit- 
fall that has caught many retail 
dealers, in that it got loaded up 
with a lot of junk that would not 
sell.. That experience caused the 
company to wash its hands of the 
accessory business. However, it 
was not long before the company 
again decided to add tires and ac- 
cessories to its jobbing lines and, 
profiting by its earlier experiences, 
this time it made a success of the 
accessory business from the start 
and its sales have grown rapidly 
from year to year with the increase 
of the number of retail dealers who 
handle accessories. Like other 
lines, the company’s accessory busi- 
ness was affected by general con- 
ditions this year, but Mr. Hulburd 
predicts a splendid year for acces- 
sories in 1922 both for the jobber 
and retailers. 


With the Sporting Goods 


The Worthington Co. has made 
tires and accessories a part of its 
sporting goods department, and one 
section of that department is used 
for the display of its accessory 
lines for the benefit of retailers who 
visit their store. In accessories the 
company carries the staple lines 
that it believes advisable for the 
retail merchant to put in and sell. 
The company keeps the retailer in 
mind and doesn’t attempt to handle 
goods unless it thinks the retailer 
can find a ready sale for them. It 
avoids handling specialties that 
may sell once around but never 
again. It aims to get retailers in- 
terested in accessories and to in- 
duce them to put in goods that they 
will sell regularly. Following this 
plan of salesmanship its policy is 
to carry a complete line of sal- 
able accessories to be sold at right 
prices and to have stocks of suffi- 
cient size so that it can always be 
able to make quick deliveries. This 
helps the retailer as he knows he 
can replenish his stock without de- 
lay and consequently he can buy 
in smaller lots, but oftener. This 


helps out the retailer, particularly 
in tires, as the dealer has to carry 
a number of sizes of tubes and cas- 
ings and unless he keeps his stock 
of each size low he has considerable 
money tied up in this merchandise. 


HARDWARE - AGE 


Sales of accessories among the 
retail hardware trade are handled 
by the company’s regular traveling 
salesmen who sell the accessories 
along with the other lines of hard- 
ware merchandise. The company 
has found it hard to arouse an in- 
terest in accessories among many 
of the retail merchants, but they 
are gradually becoming interested 
and are adding accessories to their 
stocks and are finding the line 
profitable. As a result, many re- 
tailers who were at first more or 
less skeptical have become en- 
thusiastic over accessories, and the 
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CONVENTION NEWS 


Next week we will pub- 
lish all the news of the big 
conventions that are being 
held in Atlantic City this 
week. Special illustrations 
and all of the sessions faith- 
fully reported will be the 
features of the big Jobbers’ 
Tssue. 





TUTTE UTAH TTT 








SUL 


companies customers have _in- 
creased in number and its sales 
have grown in volume. 


Learn from the Jobber 


The Worthington Co. not only 
confines its automobile lines to 
what are required as staples, but 
avoids carrying a wide variety of 
makes of the same product. It 
picks out what it regards as the 
best and the most serviceable and 
the most salable for its trade, and 
these it pushes, not trying to induce 
retailers to stock up With several 
different lines. In tires it sells 
only one make, which it carries in 
all sizes, and along with these a 
line of tire accessories and repair 
outfits. It also confines itself to 
one line of spark plugs that are 
made in sizes for all cars. It 
handles two lines of jacks, two lines 
of pumps, and two lines of spot 
lights. A very important item is 
tire chains and in the winter time, 
when sales of other accessories are 
very low, the company does a heavy 
volume of business in tire chains. 
One line of bumpers is handled. 

The company doesn’t attempt to 
do much in lines that are more 
strictly repair parts, leaving these 
for the service stations, but it sells 
Ford radiators for which it finds 
considerable demand in winter 
months when radiators are likely 
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to become frozen, and also handles 
shock absorbers for Ford cars. 
Other more important items include 
piston rings, brake lining, fan 
belts, carbon remover, radiator 
compound and automobile polish. 
Its line of special tools for automo- 
biles includes two makes of socket 
wrench sets, speed brace wrenches 
and “T” handled wrenches for 
which there is always a good de- 
mand. The company feels that 
there are enormous possibilities in 
automobile robes and believes that 
these robes should be carried as a 
part of its automobile supply line 
by every retail merchant. 


J. S. Rawlins Will Attend 
Convention 


Among those in attendance at the 
Atlartic City Convention this 
month will be J. S. Rawlins of San 
Francisco. 

Mr. Rawlins was sales manager 
for the Pacific Hardware & Steel 
Co. of San Francisco, for many 
years, and later occupied a similar 
position with the Baker, Hamilton 
& Pacific Co. For the past year or 
more he has been vice-president 
and sales manager of Mangrum & 
Otter, San Francisco. 

Part of his mission at the conven- 
tion will be to secure Pacific Coast 
representation for lines of hard- 
ware, automobile accessories and 
iron and steel products. 

Mr. Rawlins has a wide acquaint- 
ance with the trade on the Coast, 
and is in position to give manufac- 
turers good representation. 


Electrical Show 


If the daily attendance of thou- 
sands of people is anything to go by 
the Fourteenth Annual New York 
Electrical Show certainly was a big 
success. The show was held from 
Oct. 1 to 8 at the 71st Regiment 
Armory. At all hours of the after- 
noon and evening the floors were 
crowded. 

Numerous new home labor-saving 
appliances were introduced and 
many standard and_ well-known 
washing machines, dish washers 
and ironers were to be seen. A 
model electric kitchen and a suite 
of rooms with electric furniture 
were found very popular as were 
the electric lamp and phonograph 
combinations. 

Practically every duty of the 
housewife was done electrically at 
the show and wide awake dealers 
will cash in on the sales effected 
by this exposition of electrical 
goods. 
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issue there have been a through knots after they are 
few questions asked and Painted with the paint I am 
selling —I know the painter 
shellacked them?” Answer— 
Shellac never stopped sap 
from coming through anyone’s 


CS) issn last month’s paint tion, “Why does the sap come 


we hope that there are going 
to be more forthcoming for the 
November number. Don’t be 
backward about showing a lit- paint; it may help, but never 
tle ignorance of a line that YOU cyres the evil. Heavy; pitchy 
have handled as a sort of aside ,;nots should be well soaked 
issue, kept upstairs, out in the with benzol or turpentine and 
warehouse or down in the 24 hours after shellac .them. 
cellar. You then have the cure-all. 
After all Mr. Soule had to The question as to the trouble 
say last month of the “Save you had with the high-grade 
the Surface Movement,” and red roof paint you sold and it 
after you had given the splen- all came off. You should not 


i have had to ask the question 
ihe “ones over,”"you surely, are % ‘0 the cause; you answered 


oe : : it yourself when you said the 
beginning to realize that there ..6¢ had former! y been paint- 


is money in your paint depart- oq with a black coal tar paint. 
ment, but you must have a No linseed oil paint was ever 
knowledge of the line to prop- made that would stick on coal 
erly handle it so that it will tar. 
turn over five or six times in The question of “Why did 
the year. flat wall paint all go 
In the first place, we had gray when it was used out- 
some questions that we are not side?” is answered on the can. 
going to answer; it’s not fair [t says “for inside use.” The 
to ask us “what make of paint base is lithophone, and as yet 
you shall buy or use.” there are only a few people 
Another question: “If a making the claim that they 
customer bought shingle stain have a lithophone that will 
to put on the upper half of a stand up under the rays of the 
house and good paint for the sun without graying. 
lower half, and gave his painter “What type of paint do we 
explicit instructions as to just consider the best for barns and 
how he wanted it, and the outbuildings that have stood a 
painter then reversed the pro- year and have never been 
ceeding, what shall the cus- painted? Should there be a 
tomer do? We only have one primer coat?” If you mean 
answer to that, “Have the by a “priming coat” a thin 
painter arrested for malprac- coat, little pigment and much 
tice.” linseed oil, yes. The priming 
The man who asked the ques- coat should be most all oil, 








then two coats of a high-grade 
paint. Never figure that a 
barn should have cheap paint 
because it is a barn. The 
Pennsylvania Dutch have the 
right idea—they put as good 
on the barn as on the house. 
A barn such as you mention, 
if built of cypress, we feel, is 
in better shape for paint than 
it was when built. 

The question as to “thinning 
any standard paint and what 
with.” Last month we men- 
tioned the use of turpentine in 
first coat work on cypress, bull 
pine and redwood. Don’t paint 
them without it, then follow 
the maker’s color card direc- 
tions for mixing, but never use 
boiled linseed oil. Most boiled 
linseed is what we call “bung- 
hole” boiled; that is, from a 52- 
gallon barrel of oil take two 
gallons and add in its place two 
gallons of cheap dryer. This 
burns up your coating. Where 
you get the old-fashioned, heat- 
treated oil, it is hardly more 
than varnish; it gives a beau- 
tiful gloss to the work, but in 
a short time checking and 
cracking takes place. The next 
coat of paint generally causes 
everything to come off to the 
wood. You speak of propor- 
tions. We answer again—the 
manufacturer’s color card and 
directions will tell you. 

There are but few readers 
who have had no trouble during 
the past month on questions 
asked them, and there is no 
reason why we should not be 
asked to answer them. Get 
busy for next month. 
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The Salesrifan Who Says, “Try It Yourself” 


Demonstra- 
tions Are the 


Surest Way of 


Convincing the 
Doubtful Cus- 
tomer That the 


or versa should be less con- 


versation and more demon- 
stration in our selling.” 

That’s the opinion of E. G. Weir, 
advertising manager of The Beck- 
with Co., Dowagiac, Mich., and not 
only one of the best authorities on 
selling methods, but a practical 
salesman who has hung up en- 
viable records in moving goods. He 
contends there is too much talk and 
not enough action in our selling, 
too much claiming and not encugh 
showing. 

One of the big reasons for dem- 
onstrations is the fact that they 
hold the attention. And attention 
is necessary before there is will- 
ingness to buy, favorable attention, 
of course. Suppose a person comes 
into the store to look at vacuum 
cleaners. If the salesman does 
nothing but talk he is only endeav- 
oring to hold the ear of the pros- 
pect, but the eye may roam to some 
other object in the store or to some 
other salesman or customer. But 
if you engage the eye, as well as 
the ear, you have concentrated at- 
tention and the customer is going 
to see as well as listen to the claims 
you make. When the eye and ear 
consider you have practically 100 
per cent attention. 

Another thing to remember with 
conversational selling is that the 
prospect discounts what he hears. 
He is accustomed to hearing claims 
and statements and takes them with 
a grain of salt, but what he sees he 
believes. The ear discounts what 
it hears but the eye believes what 
it sees, so it is very important to 
get the attention of the eye. 

A good salesman will realize the 





importance of getting an object 
into the hands of the customer. For 
to handle an object is to sense pos- 
session and when one has a feeling 
of possession he is very near the 
point of buying. When the carpen- 
ter picks up a tool and gets the 
“feel” of it he mentally pictures 
himself using that tool and he is 
very near to buying it. When a 
woman pushes a vacuum cleaner 
over a rug in the store it is but a 
step to getting her to push it over 
her own carpets. 

It flatters a prospect’s intelli- 
gence to let him or her handle an 
article. 

“Try It Yourself” 


When you hand a customer a 
vacuum cleaner you say to her, in 
effect: “Try it yourself on this 
strip of carpet and you will appre- 
ciate what it can do. You will no- 
tice that there is no trick in getting 
results with it. Anyone can sweep 
with this machine and sweep clean. 
We do not think that you need to be 
told about it, you are observing, 
and you can, readily, see just what 
the machine will do.” 

And after all it isn’t what is 
claimed for a tool on a household 
appliance; it is what it does that 
counts. Conversation is just 
claims, demonstration is what it 
does and what it does counts. 

Stove sales are always helped by 
demonstration. To see a demon- 
strator take great pans of fluffy 
biscuits from the oven is far more 
convincing than to hear a salesman 
say “it’s the best baker made.” Mr. 
Peterson of the Cash Hardware Co., 
Neilsville, Wis., says stove demon- 
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Article Will 
Perform the 
Promise That Is 


Made by the 
Manufacturer 


strations are the best means to use 
in selling ranges and he thinks that 
a well-conducted demonstration is 
the best plan the hardware man 
can employ to revive a business 
which has been- lagging. 

Window demonstrations are good, 
but they have one weak element, 
they do not bring the prospect in 
actual touch with the _ goods. 
Crowds stand on the outside and 
see the demonstration, but they do 
not get the article into their hands 
and the selling effort is not indi- 
vidualized. They do have the big 
advantage of appealing to crowds. 
A demonstration can “talk” to 
hundreds of people who pass by the 
window and pause for a moment 
and many of these people would 
never get the message of an inside 
demonstration. Some of them will 
carry away a partial desire to pos- 
sess the thing demonstrated and 
all of them will get ideas as to its 
uses and at some later day, when 
they are in the market, will be re- 
minded that you have the goods. 

“We have had window demonstra- 
tions of washing machines many 
times and think they are a good 
thing,” said Mr. Stewart, advertis- 
ing manager of Phillip Gross Hard- 
ware & Supply Co., Milwaukee. 
“We reach a lot of people that way 
and make many actual sales as well 
as sowing seeds in the minds of 
many others. We think that every- 
one is interested in window demon- 
strations and recommend their use 
from time to time.” 


The Fascination of Motion 


Maybe not to the same degree, 
but, in a sense, at least, action in a 
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Actual “Show Me” windows are always of interest to shoppers and draw big crowds 


window is more interesting than 
“still” windows just the same as 
motion pictures are more interest- 
ing than stills. “You cannot imag- 
ine anyone going a mile from their 
comfortable homes and standing in 
line for an hour, or nearly so, to 
get into a theater to see some mo- 
tionless photographs. Yet thou- 
sands of people do that thing to get 
into some motion picture theaters 
where crowds are the rule. A well- 
dressed window will get attention, 
but put an individual in it and have 
him or her doing something and it 
will get a lot more attention. Mo- 
tion is one of the sure ways to make 
a window a center of interest. 

It has long been considered by 
many concerns that the home dem- 
onstration is the best way to sell 
electric washing machines. For in 
the home you do the actual work 
of the weekly washing. There is no 
room for doubt left. The most skep- 
tical sees and, seeing, believes. The 
woman knows just what kind of 
work the machine will do on her 
clothes, just how the fabrics have 
to be handled. She is brought face 
to face with the economy of time 
and saving of labor which the ma- 
chine accomplishes. 

Do you think any amount of talk- 
ing will be quite as convincing as 
the showing of the machine in the 
home? No matter how clever the 
salesman he cannot say the things 
that will carry the same weight as 
the actual performance of the ma- 
chine. 

The Peoples Hardware Co., Gary, 
Ind., stresses demonstrations and 





makes the store talk almost wholly 
a solicitation for the privilege of 
showing the machine in the home. 
“Once we get a washer into a home 
it is just about the same as sold,” 
said Ray Poore. “Very few of them 


come out again.” 

“More show and less blow” is the 
homely way one speaker expresses 
the importance of less conversation 
and more demonstration in our sell- 
ing methods. 
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Keeping the Automobile Going All Winter 


How the Hardware Man Can Sell Accessories for the 
Men Who Use the Car During the Cold Months— 
Ways to Get the Good Will of the Automobile Customers 


\ \ 7HAT would be your candid 

opinion of a business man 

who made an investment of 

say $2,000 and then let the prop- 

erty stand idle for five months of 
the year? 

What would you think of a per- 
son who owned a $4,000 house and 
rented it from April to December, 
only? 

Would you have a clock that 


road or on the jacks. And the capi- 
tal which is tied up in the purchase 
price of the car is idle capital just 
so long as it is left on the floor of 
the garage. 

There will be a lot more motor 
cars sold and there will be many 
more accessories used when the 
public realizes that a car is not a 
luxury but a necessity and just as 
useful when bleak December is 


taking the “folks” down to the the- 
ater. It’s the little things which 
make a car a mighty handy member 
of the family of modern conveni- 
ences, and who will say there is not 
just as much need for these “lifts” 
when a January gale blows as when 
summer’s breezes are sweet? 

Just knowing this one fact will 
hélp to get motor accessory busi- 
ness. The public is more inter- 
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Here is an idea for you. 


would stop at midnight and not run 
again until you started it up, just 
because you had little use for it 
during the wee sma’ hours of the 
night? 

Those things are only little more 
foolish than the action of a man 
who owns a motor car and fails to 
use it when the weather gets bad. 
He has an investment which ought 
to mean steady usefulness to him. 
Instead he gets only partial use of 
his tied-up capital. 

And it is foolish to argue that a 
car will last just that much longer 
by being jacked up in the garage 
for four or five months in the dead 
of winter. . For no such thing will 
be the result. There is deprecia- 
tion and wear whether it is on the 


The garage background with the accessories around the window 


here as when balmy June breezes 
blow—just as useful from a really 
useful standpoint. Of course if 
pleasure is the test then June has 
all the edge over January or De- 
cember. But we speak of practical 
use of a car and there is no off sea- 
son for such enjoyment of the “mo- 
tor.” 

Ask any business man what he 
regards as the best feature of his 
car and he will not say the riding 
around town at night or the occa- 
sional spin on Sunday to a distant 
point. These uses he will regard 
as social, but the practical bene- 
fits of his car, he will say, is its 
use in getting down to the office or 
the store or running the family 
over to some afternoon meeting or 
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ested in practical things than it is 
in novelties at present. What is 
left for the dealer to do, shall he 
keep right on insisting that the car 
owner buy fancy knick-knacks for 
his car or shall he take advantage 
of the public’s state of mind and 
make a hard drive on those neces- 
sary things? The later course, of 
course. The public can not be 
forced, but it can be coaxed. It will 
not be driven but it can be lead. 
If the public is more concerned with 
tires. and tubes, lamps, blankets, 
foot-warmers, fire extinguishers or 
any of the other dozens of practical 
things a car should have then it is 
time -to push those things. 

The new car will always be 4 

(Continued on page 70) 
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How the Paint Makers Help the Retailers 


Every Manufacturer Is Willing to Co-operate with 
the Hardware Man Who Sells Paint and Valuable 
Hints Are Given on the Many Phases of Selling 


the greatest possible help to 

hardware men and that most 
of them are is evidenced by the let- 
ter which was recently sent out by 
Glen M. Spacht, assistant manager, 
general retail sales department of 
the Sherwin-Williams Co. Retail 
merchants should take advantage of 
the helps as they are offered from 
the manufacturer. For instance, 
the following letter of Mr. Spacht’s 
illustrates to what lengths these 
Suggestions go: 
“Dear Mr. Johnson: 

“At the request of Mr. Lemperly 
our Director of Publicity, I am giv- 
ing you the following information 
that may be helpful to your young 
man in his work in dressing your 
windows. I am confining myself 


4 YHE manufacturers can be of 





exclusively to the subject of win- 
dows, and trust that this informa- 
tion will be helpful to him. 


Location 


“The windows occupy the most 
valuable space in a store. More 
rent is paid per square foot for 
them than any other portion of the 
building, hence they are more val- 
uable than any other part of the 
building. They should make the 
best possible impression upon the 
passing public, due to their loca- 


tion. For this reason more care 
should be exercised in seeing that 
they are properly dressed, kept 


clean and present the best possible 

dress to the public-at all times. 
“A public speaker, a salesman, a 

teacher, or, in fact, any profession- 
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al man who must sell himself to 
the public at all times, takes spe- 
cial pains to see that he is well 
groomed, wears the proper type of 
clothes, that same clothes fit cor- 
rectly, and that he presents a clean 
appearance at all times. So must it 
be with the windows, as they are 
selling you and your business to 
the public. 


Care 


“If possible the outside of the 
show windows should be washed 
once a day, especially in cities 
where there is considerable smoke 
dust from the traffic. In 
smaller towns at least twice a 
week. The inside of the windows 
if they are enclosed windows, can 
be washed once a week as they are 


and 
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changed, otherwise it is advisable 
to wash them twice a week. Nothing 
detracts as much from the appear- 
ance of a store as dirty show win- 
dows. 

“The varnished or painted sur- 
face as the case may be, inside the 
windows, should always be kept in 
first-class condition. The color 
used, either stain or paint, should 
be one that will tend to throw light 
during the daytime on the mate- 
rials displayed, and at night when 
the electric lights are turned on fur- 
nish a suitable background which 
will be in harmony with the colors 
used on the outside of the store. 
It has been found that as a rule an 
ivory or a silver gray effect painted 
surface furnishes the best back- 
ground for displaying material. In 
stain effects brown mahogany is 
now the popular color used. 

“The windows should not be 
abused by driving tacks and nails 
into the background, nor by walk- 
ing upon the nicely finished floor in 
regulation shoes having nails in 
the soles and heels. The person in 
charge of the windows should in 
changing them, wear shoe covers 
that would protect the floor. The 
floor that is nicely varnished makes 
an excellent impression upon the 
public, it advertises your varnish 
and should be kept in such a con- 
dition that it will always do that. 

“The windows should be changed 
at least once a week or more often 
as special sales are being run. 


Displaying Merchandise 


“The aim should always be to 
put across a single idea in trim- 
ming a window. Whenever it is at- 
tempted to display different articles 
in the same window, especially 
when displaying paints and var- 
nishes, the public does not grasp 
the idea and very little of an im- 
pression is left upon them. For 
instanée, if you want to sell a cer- 
tain brand of paint, make it an ex- 
clusive window for that brand, 
only using a few brushes in addi- 
tion to your window cards in order 
to furnish suggestion touches to the 
window. 

“The same applies to inside floor 
paint, etc. You impress the public 
with one single idea of using that 
particular piece of goods, the price 
of which is on the card. You have 
given them a selling talk and have 
not confused them with several dif- 
ferent items which you are trying 
to sell. 

“When putting on special sales on 
varnishes, etc., the window should 
be crowded full of the article you 
are selling. The fact that you have 
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crowded your window full of a 
product demonstrates to the public 
that you believe in that product, 
that you have bought it heavily and 
are backing it. It puts confidence 
into them and increases your sales. 
This has been demonstrated over 
and over again in various lines and 
the paint line is no exception. 

“The seasons should be watched 
and those goods used during those 
seasons shown, such as houseclean- 
ing time in the spring and fall 
when inside floor paint, varnishes, 
etc., can be shown through a series 
of weeks and put across many sales 
for the store. There are certain 
holidays and special occasions if 
followed up and suitable windows 
put in keeps the store before the 
public. These are Decoration Day, 
spring and fall openings, Fourth of 
July, Hallow’een, Christmas, New 
Years and Thanksgiving time. It 
lets the public know that you are 
alive and keeps the name of your 
store always in their minds. 

“A well-dressed window would be 
completely spoiled if a haphazard, 
poorly written card was used to 
quote the prices or convey some 
other message. It creates the same 
impression upon the buying public 
as would be created in your mind 
if you saw a well-dressed man com- 
ing down the street wearing a red 
bandanna handkerchief around his 
neck in the place of a necktie. If 
no one in the store can get up a 
suitable card they can be secured 
at small cost from any sign painter 
or card writer in the city. Oft- 
times there is someone in the store 
who is apt at such work, and with 
a little practice can produce very 
classy cards. Pick out this person 
and get this co-operation. 

“Never permit moving picture 
houses, theaters, circus people and 
others to sell you on the idea of 
inserting their advertisements in 
your window along with your 
goods for the price of a couple of 
passes. They are wise to the fact 
that this is the most valuable space 
in the house and if they can secure 
it for a couple of passes it is cheap 
rental for them. It detracts from 
your goods and their sale, and they 


should never be permitted to be. 


shown in a window. 

“Moving objects always attract 
the attention of the public no mat- 
ter how insignificant they may be, 
therefore the use of these in a win- 
dow should be encouraged and 
ee possible taken advantage 
of. 

“Window demonstrations have 
great pulling power and make many 
sales in the paint store. A girl 
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demonstrating a floor finish in your 
window will increase your sales, 
Suitable displays can be made 
around the table on which she per- 
forms the operation of applying 
the product and graining prepara- 
tions on panels previously coated 
with ground color. The demonstra- 
tion is not costly, one day’s teach- 
ing of any girl will fit her for this 
work, a week’s demonstration in the 
show window will more than pay 
for the expense. Of course the time 
for putting this on is at the begin- 
ning of housecleaning season both 
in the spring and fall. 

“The same applies to demonstra- 
tions of Flat-Tone. Beaver board 
panels, 4 x 6, can be finished in the 
window by some clerk in the store 
who will take an interest in the 
work, putting on the multi-color ef- 
fects according to the simple direc- 
tions as given on the color cards, 
or through the teachings of the 
traveling representative. It will 
not only put across the idea of using 
multi-color to the home owner, but 
to the painter as well. You will 
want to win the painters on this 
proposition, and the person dem- 
onstrating it should wear a full 
painter’s outfit and painter’s cap 
so they will take no exceptions to 
the work being done by a novice. 

“Backgrounds are very impor- 
tant, they are generally in contrast 
with the goods being displayed, yet 
that contrast is not displeasing to 
the eye. Inexpensive backgrounds 
can be used in the windows, which 
are made from beaver board, and 
during the spare time of some handy 
clerk in the store. This same thing 
applies to fixtures. A can of paint 
or varnish which is elevated from 
the floor 12 or 14 in. on a small in- 
expensive pedestal (home made) 
nicely coated with paint or varnish, 
presents them to the public in far 
better light than if it was sitting 
on the floor. Small strips of velour 
used over the pedestal helps to con- 
vey the idea of quality. It always 
makes a suitable background on 
which to display painters’ and paper 
hangers’ supplies, such as putty 
knives, painters and scrapers, etc. 

“The person in charge of the 
windows should take an interest in 
them. He should visit the other 
stores in his town, watching the 
windows being put in by the regu- 
lar window trimmers and window 
dressers. While they are probably 
putting in windows of ladies’ ready- 
to-wear, gent’s furnishings, or other 
articles carried in a department 
store, yet general ideas can be 
gained from seeing these windows. 





















Making Accessories a Hardware Leader 
The William H. Fox Co., Cincinnati, Ohio, Has 


Built Up a Big Trade Among the Motorists—The 
Christmas Boxes and the Ford Paint Combinations 


HE William H. Fox Co., Pee- 
T bles’ Corner, Cincinnati, is 

a firm believer in the hard- 
ware dealer being the logical dis- 
tributor of automobile  acces- 
sories. This firm started handling 
accessories in a small way in the 
summer of 1917, and has found 
the business so profitable and such 


lieves that every hardware dealer 
should carry accessories, as they 
are distinctly worth while. Ac- 
cording to him, there is no royal 
road to success in handling acces- 
sories, but in order for the line to 
be handled profitably close attention 
to the needs of motorists, careful 
selection of the lines to carry and 


handling accessories in 1917 it put 
in a stock costing approximately 
$150. It consisted mostly of spark 
plugs, fan belts, radiator cement, 
grease guns, tire pumps, mechanics’ 
soap, etc. Mr. Fox states that the 
rapidity of the turnover the first 
six months was remarkable, and 
that the following year the busi- 
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The Fox company gave Cincinnati motorists a treat recently when they tastefully displayed auto accessories 


a help in the selling of other lines 
that now it carries a complete 
line, and is making preparations 
for a department in its store to be 
devoted exclusively to this branch 
of its business. 

The Fox company is also a great 
believer in advertising, attractive 
window displays, using circular 
matter from manufacturers, and 
having a store paper. W. H. Fox, 


Jr., the manager of the store, be- 





publicity with a capital P are ab- 
solutely necessary. Mr. Fox re- 
cently gave some of his experiences 
in the accessory game, and these 
will no doubt prove very interesting 
to readers of HARDWARE AGE, and 
perhaps give dealers not at present 
handling them—and those who are 
—some ideas that might be worked 
out to the greater profit of the 
business. 

When the Fox company started 
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ness had more than doubled. The 
same ratio of increase has been 
practically maintained to date. 
Early in his experiences Mr. Fox 
was impressed with the number of 
requests for odd sizes of bolts, 
screws, taper pins, etc. Most of 
these requests came from garages, 
and he found by laying in a stock 
of these odd sizes he had practically 
a corner on the market. The garage 
trade looked awfully good to him, 
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and he proceeded to cultivate it 
intensely, until to-day it is the out- 
let for quite a fair percentage of 
his turnover. The good-will of the 
garage proprietor he found to be 
a wonderful asset, as he is in a 
position to steer quite a volume of 
business to the hardware acces- 
sories store that gives him service. 
And service has always been the 
aim of the Fox company in its treat- 
ment of the garages. 


Interesting the Car Owner 


The company does not stop with 
the garage trade. The interest of 
the motorist himself is what they 
aim to secure, and’ with it his busi- 
ness. Here service again counts, 
as they carry a complete line of spe- 
cial tools and repair parts designed 
to meet any emergency. 

This store believes in displaying 
its wares and displaying them with 
the prices plainly marked. They 
find it much easier to make the 
sale when the customer knows just 
what an article will cost when he 
comes into’the store. In the win- 
dow displays, which are unusually 
attractive and designed always to 
attract the eye of the motorist, the 
prices of every article displayed 
are marked plainly, and in this way 
the certain natural -hesitancy on 
the part of most purchasers about 
inquiring the price of a desired ar- 
ticle is already overcome and the 
sale well on the road to completion. 

Accessories are a profitable line 
the year round in this store. While 
the summer months are naturally 
the busiest, the winter needs of 
the car owner are also catered to. 
Accessories are displayed at all 
seasons, and in the months of June, 
July and August the main window 
of the store is given over completely 
to the line. The displays are 
changed at least once a month. 
The feature of the window displays 
is also the feature inside the store. 
The stock arrangement of the inte- 
rior is excellent, a series of display 
stands and tables being used, to 
which the customer can come right 
up and inspect the goods. The line 
is completely sampled, the main 
stock being carried in Warner cab- 
inets. Glass showcases are also 
used, and attractive show-boards 
are also very effective in showing 
up the goods. 

Mr. Fox early found that the na- 
tionally advertised articles are al- 
ways the best sellers, and he spe- 
cializes on them. The store also 
specializes on lighting systems, and 
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has adopted a slogan, “Name Your 
Car—We’ll Light It.” Literature 
sent out by the manufacturers is 
also used to good advantage in 
making displays attractive. 


Helps Other Lines 


The accessories department, ac- 
cording to Mr. Fox, is also a great 
help in selling other lines of goods. 
This is notably illustrated, to take 
only one instance, in the case of 
auto enamels, auto varnishes and 
top dressings. The number of paint 
brushes sold, especially the better 
grades, has increased remarkably 
since the line was installed. 


As mentioned before, accessories 
are a year-round profit-bringer. 
And the Christmas season can be 
made the occasion of a_ special 
drive. Last year Mr. Fox took a 
number of spotlights, grease guns, 
jacks, tire pumps, tool boxes, radia- 
tor covers, etc., had them put up 
in special boxes wrapped with 
holly paper and featured them as 
presents “for dad.” The results 
were extremely satisfactory. An- 
other idea that worked out equally 
successfully was in the paint de- 
partment. Here one quart of black 
enamel, one pint of top dressing 
and a paint brush were attractively 
boxed up, wrapped in holly paper 
and labeled “For Ford Owners to 
Paint Up.” The idea caught on 
quickly, and a great number were 
sold. Preparations are now under 
way for the coming holiday trade, 
and Mr. Fox is going to work out 
these ideas of Christmas presents 
for the motorist on a larger scale 
than last year, and is certain that 
this year’s trade will far surpass it. 

One of the store’s greatest assets 
is “The Store News,” a four-page 
paper published monthly. This 
store paper now has a circulation 
of 1500, which will shortly be in- 
creased to 2000. The paper is mailed 
to garage proprietors and individ- 
ual motorists. The mailing list of 
“The Store News” is also used in 
sending out attractive literature 
received from accéssory manufac- 
turers, usually preceding by a few 
days the arrival of the store paper 
with the announcement that they 
are handling the lines and an invi- 
tation to come in and inspect them. 
The many sales that can be traced 
to the store paper make it distinctly 
worth while. Another big asset in 


handling accessories is the fact that 
all the clerks, including the two 
lady clerks, are expert drivers of 
cars, and can discuss intelligently 
with the customer any questions 
arising while a sale is in progress. 





October 20, 1921 


James P. Brown Leaves Retail 
Field 


Effective Oct. 1, 1921, the hardware 
store of George W. Brown, Jr., Hills- 
boro, Ill., becomes the McLean Hard- 
ware Co. Frank McLean, the new pro- 
prietor, has purchased the stock and 
good will, and James P. Brown, the 
previous manager, will engage in 
manufacturing. Mr. Brown will be re- 
membered as a past president of the 
Illinois Retail Hardware Association. 


NEWS FROM ALL OVER 


The Rex File Co., Newcomerstown, 
Ohio, and the Vixen Tool Co., Newark, 
Ohio, have consolidated with Heller 
Bros., Newark, Ohio. 





Carbo steel posts of an improved type 
are now being made by the Carbo Steel 
Products Co., Chicago, and a new cata- 
log covering improvements and the 
variety of posts available has been 
issued. 





To test the supporting strength of 
the truss of their children’s velocipedes 
the American National Co., Toledo, 
Ohio, had a man weighing more than 
300 pounds stand dead weight on that 
part of the vehicle. It is said that the 
bike never even quivered and the com- 
pany feel that if the truss will support 
this superweight it certainly is sturdy 
enough for the average American child. 





Without bringing up the price at all 
the Savage Arms Corporation, 50 
Church Street, New York, have made 
decided improvements in the outer ap- 
pearances of Stevens Arms. The out- 
side of the barrel, for example, will 
carry a brighter, better and longer liv- 
ing lustre than before. The stock will 
be covered with a better grade of var- 
nish and will rub up to a much higher 
finish. 





H. C. Hart Mfg. Co., Unionville, 
Conn., has placed on the market 
a stainless steel knife with a choice 
of two kinds of metal handles. One 
handle is nickeled silver and the 
other of monel metal, which is also 
stainless. 





On September 30 and October 1, 
1921, the annual sales convention of 
the William L. Gilbert Clock Co., 
Winsted, Conn., was held at the 
Hotel Commodore, New York. It 
was announced at that meeting that 
business for the month of Septem- 
ber, 1921, exceeded all other similar 
periods but one. 





























Name This Picture and Get a Prize 


The Save the Surface Campaign Offers Cash for 
the Best Name for Norman Rockwell’s New Picture 


That Will Be Used on the 1922 Paint Calendar 


cash prizes is being offered 

by the Save the Surface Cam- 
paign to the public for the most 
appropriate title to a painting by 
Norman Rockwell, the famous ar- 
tist, which is to be used as the 
illustration on the 1922 Save the 
Surface Calendar. 

Norman Rockwell was secured 
to paint the picture reproduced on 
this page because of the human in- 
terest he puts into his boys, so often 
seen on the covers, of the Saturday 
Evening Post, Literary Digest and 
American Magazine. His painting 
for the Save the Surface Calendar 
ranks as high as anything he has 
done, and, what is more, his paint- 
ing will sell paint and varnish. It 
reeks with them. 


O NE THOUSAND DOLLARS in 


This $1,000 prize contest is to be 
announced in a full-page advertise- 
ment in the Saturday Evening Post 
of December 31, and in the January 
issues of the American Magazine 
and Farm Journal, a combined cir- 
culation of nearly five million. 

The real reason for advertising 
the 1922 calendar illustration is not 
apparent until it is understood that 
the participants in the contest, in 
addition to submitting a title to 
the picture, must accompany same 
with a story of some particular 
surface which they have caused to 
be saved or know to have been 
saved with paint or varnish, or 
know to have been ruined through 
lack of same. It is expected as a 
result of this contest to get a 


rather comprehensive view of the 
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public’s attitude toward paint and 
varnish, as well as many valuable 
illustrations which can be used by 
manufacturers, jobbers, dealers and 
master painters in their efforts to 
convince the public that it is 
cheaper to paint than not to paint. 
In the event of two or more per- 
sons submitting the title selected 
as the best, each will receive the 
full amount of the prize offered. 
The 1922 Save the Surface Cal- 
endar, based on Mr. Rockwell’s de- 
sign, is available as an advertising 
calendar to the entire paint and 
varnish trade. A great many or- 
ders have already been received by 
Save the Surface Headquarters for 
this calendar from paint and var- 
nish dealers and the hardware trade 


(Continued on paye 75) 














Coming Hardware Conventions 





NATIONAL HARDWARE ASSOCIATION OF 
THE UNITED STATES AND ITs AUXIL- 
IARIES CONVENTION, Atlantic City, N. J., 
Oct. 17, 18, 19, 20, 21, 282, 1921. 
Headquarters, Marlborough-Blenheim. 
T. James Fernley, secretary-treasurer, 
505 Arch Street, Philadelphia, Pa. 

AUTOMOBILE ACCESSORIES BRANCH OF 
THE NATIONAL HARDWARE ASSOCIATION 
OF THE UNITED STATES AND ITs AUXIL- 
IARIES CONVENTION, Atlantic City, N. J., 
Oct. 19, 20, 21, 22, 1921. Headquar- 
ters, Marlborough-Blenheim. T. James 
Fernley, secretary-treasurer, 505 Arch 
Street, Philadelphia, Pa. 

AMERICAN HARDWARE MANUFACTUR- 
ERS’ ASSOCIATION CONVENTION, Atlantic 
City, N. J., Oct. 17, 18, 19, 1921. Head- 
quaters, Marlborough-Blenheim. F. D. 
Mitchell, secretary-treasurer, 4106 
Woolworth Building, New York City. 

NATIONAL PAINT, OIL AND VARNISH 
ASSOCIATION, INC., CONVENTION, Atlan- 
tic City, N. J., Oct. 24, 25, 26, 27, 1921. 
Headquarters, Hotel Traymore. G. V. 
Horgan, secretary, 342 Madison Ave- 
nue, New York. 

WESTERN RETAIL IMPLEMENT, VE- 
HICLE AND HARDWARE ASSOCIATION 
CONVENTION, Kansas City, Jan. 17, 18, 
19, 1922. Headquarters, Coates House. 
Sessions in Century Theater. H. J. 
Hodge, secretary, Abilene, Kan. 

PACIFIC NORTHWEST HARDWARE AND 
IMPLEMENT ASSOCIATION CONVENTION, 
Davenport Hotel, Spokane, Wash., Jan. 
17, 18, 19, 20,1922. E. E. Lucas, secre- 
tary, Hutton Building, Spokane, Wash. 

MOUNTAIN STATES HARDWARE AND 
IMPLEMENT ASSOCIATION CONVENTION, 
Denver, Col., Jan. 24, 25, 26, 1922. W. 
M. MeAllister, secretary, Boulder, Col. 

OREGON RETAIL HARDWARE AND IM- 
PLEMENT DEALERS’ ASSOCIATION CON- 
VENTION, Imperial Hotel, Portland, 


secretary, Hutton Building, Spokane, 
Wash. 

INDIANA RETAIL HARDWARE ASSOCIA- 
TION, INC., CONVENTION AND EXHIBI- 
TION, Atheneum Hall, Indianapolis, 
Jan. 24, 25, 26, 27,1922. G. F. Sheely, 
secretary, Argos. 

KENTUCKY HARDWARE AND IMPLE- 
MENT ASSOCIATION CONVENTION, Jeffer- 
son County Armory, Louisville, Jan. 
24, 25, 26, 27, 1922. J. M. Stone, secre- 
tary, Sturgis. 

WEST VIRGINIA HARDWARE ASSOCIA- 
TION CONVENTION AND EXHIBITION, 
Wheeling, Jan. 31, Feb. 1, 2, 1922. 
James B. Carson, secretary, 1001 
Schwind Building, Dayton, Ohio. 

NEBRASKA RETAIL HARDWARE ASSO- 
CIATION CONVENTION, Lincoln, Jan. 31, 
Feb. 1, 2, 3, 1922. George H. Dietz, 
secretary, 414-417 Little Building, Lin- 
coln. 

IowA RETAIL HARDWARE ASSOCIATION 
CONVENTION AND EXHIBITION, Des 
Moines, Feb. 21, 22, 28, 24, 1922. Ex- 
hibition at the Coliseum. A. R. Sale, 
secretary, Mason City. 

MICHIGAN RETAIL HARDWARE ASSO- 
CIATION CONVENTION AND EXHIBITION, 
Grand Rapids, Feb. 7, 8, 9, 10, 1922. 
Karl S. Judson, exhibit manager, 248 
Morris Avenue, Grand Rapids; A. J. 
Scott, secretary, Marine City. 

OKLAHOMA HARDWARE AND IMPLE- 
MENT ASSOCIATION CONVENTION AND 
EXHIBITION, City Auditorium, Okla- 
homa City, Feb. 7, 8, 9, 10, 1922. W. 
B. Porch, secretary-treasurer, Okla- 
homa City. 

WISCONSIN RETAIL HARDWARE ASSO- 
CIATION CONVENTION AND EXHIBITION, 
Milwaukee, Feb. 8, 9, 10, 1922. P. J. 
Jacobs, secretary, Stevens Point. 

PENNSYLVANIA AND ATLANTIC SEA- 
BOARD HARDWARE ASSOCIATION, INC., 
CONVENTION AND EXHIBITION, Phila- 


delphia Commercial Museum, Philadel- 
phia, Feb. 13, 14, 15, 16, 17, 1922. 
Sharon E. Jones, secretary, 1314 Fulton 
Building, Pittsburgh. 

CALIFORNIA RETAIL HARDWARE AND: 
IMPLEMENT ASSOCIATION CONVENTION,. 
San Francisco, Feb. 14, 15, 16, 1922. 
LeRoy Smith, secretary, 112 Market 
Street, San Francisco. 

ILLINOIS RETAIL HARDWARE ASSOCIA- 
TION CONVENTION, Hotel Sherman, Chi- 
cago, Feb. 14, 15, 16, 1922. Leon D. 
Nish, secretary, Elgin. 

MINNESOTA RETAIL HARDWARE ASSO- 
CIATION CONVENTION, St. Paul, Feb. 14,. 
15, 16, 17, 1922. H. O. Roberts, secre- 
tary, 1030 Metropolitan Life Building, 
Minneapolis. 

OHIO HARDWARE ASSOCIATION CON- 
VENTION AND EXHIBITION, Columbus, 
Feb. 14, 15, 16, 17, 1922. Headquar- 
ters, Deshler Hotel. Exhibition, Me- 
morial Hall. James B. Carson, secre- 
tary, 1001 Schwind Building, Dayton. 

Missourt RETAIL HARDWARE ASSO- 
CIATION CONVENTION AND EXHIBITION, 
St. Louis, Planters Hotel, Feb. 21, 22, 
23, 1922. F. X. Becherer, seeretary,. 
5106 North Broadway, St. Louis. 

VIRGINIA RETAIL HARDWARE ASSO- 
CIATION CONVENTION, Roanoke, Feb. 15, 
16, 17, 1922. Thos. B. Howell, secre- 
tary, Richmond. 

NEw YoRK STATE RETAIL HARDWARE 
ASSOCIATION CONVENTION AND EXHIBI- 
TION, Rochester, Feb. 21, 22, 23, 24, 
1922. Exhibition at Exposition Park. 
Headquarters and sessions at Powers 
Hotel. J. B. Foley, secretary, 412-413 
City Bank Building, Syracuse. 

NEW ENGLAND HARDWARE DEALERS’ 
ASSOCIATION CONVENTION AND EXHIBI- 
TION, Paul Revere Hall, Mechanics’ 
Building, Boston, Mass., Feb. 21, 22, 
23, 1922. George A. Fiel, secretary, 10 
High Street, Boston. 
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the Auto Going All Winter 





(Continued from page 64) 
ripe reason for motor accessories 
and the dealer who goes after the 
new car owner in the right way 
will open up a field of business 
which will bear fruit and in abund- 
ance. Would it not be a good idea 
to arrange with the garages, or 
through the license bureaus, to get 
the name and address of every car 
owner in your trading territory and 
then send him a letter? That let- 
ter ought to breathe the spirit 
of service and inform him just why 
you can cater to his motoring needs 
in an all-satisfying manner. It 
might not be amiss to have that let- 
ter offer some useful gift to the 
man. Just suppose you offered to 


give every new car owner who came 
to your store a tire pressure gage, 
it would not mean a costly act on 
your part, but it would make ties 
of friendship and start a perma- 
nent customer whose trade would 
be very valuable to you. Or you 
might give him one of those books 
on which he can keep records of his 
outlay for gasoline, repairs, etc. 
Just a small gift. 

There is a very enterprising hard- 
ware dealer in a western town who 
has placed at the chief road cor- 
ners entering his town signboards 
which read as follows: 


FOR INFORMATION ABOUT 
ROADS STOP AT BROWN’S 
HARDWARE. 
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It need not be said that the tour- 
ist takes advantage of that invita- 
tion with regularity during the 
touring season. Many of them 
stop for information and while they 
are getting directions for the next 
town or some point on their trip 
they see motor accessories and they 
buy. The Brown store is the lead- 
ing motor accessory store of the 
town, not simply because he goes 
out of his way to give the traveler 
the information he wants but be- 
cause he has a spirit of service for 
the resident of the town as well as 
the chance customer. He puts him- 
self out to make motoring more 
pleasant for the car owner and he 
renders a real service. 


























EDITORIAL COMMENT 





Out oF THE Rut—OnrTo THE Roap 


USINESS has been in the ruts long 
enough. It is high time to abandon the 
dirt roads of inflation, deflation, depres- 
sion and stagnation for the paved high- 

ways that lead to a normal and reasonable 
prosperity. 

A rut is a groove worn by the narrow wheels 
of habit. It differs from a grave only in depth. 
The business rut of to-day may become the busi- 
ness grave of to-morrow if the methods and 
habits of the last few years continue to travel 
over the same old roadbed. 

Much of the present business situation is the 
direct result of business and individual ruts. 
When the inflation period started, business men 
formed habits—habits of over-buying, reckless 
spending, over-estimated ability, belief in a con- 
tinued and everlasting false prosperity. Those 
habits became ruts—prosperity ruts; ruts that 
deepened into graves for easily acquired and 
unappreciated wealth. 

The ease with which money came developed a 
national habit somewhat akin to laziness. Men 
worked less and demanded more. That habit 
formed a rut which almost became the grave of 
honest, conscientious labor. 

Men who sold — manufacturers, wholesalers 
and merchants—developed new and unhealthy 
habits. They began to count themselves public 
benefactors because they supplied needs and 
wants of the public. They forgot the recom- 
pense which made them servants rather than 
masters. So another rut was formed and deep- 
ened almost to the depth of a grave for sales- 
manship. 

Collectively men formed the habit of careless 
living. They adopted the motto: “Easy come 
and easy go.” Silk shirts became habits rather 
than garments. The rut of over-prosperity 


came perilously near being the grave of many 
American traits and ideals. 

Then came a change over night. Men were 
jerked out of their ruts with a suddenness that 
stunned them. The old ruts filled and immedi- 
ately we began digging new ones. Again we 
formed habits—habits of under-buytng or refus- 
ing to buy at all; of under-estiuated ability; 
lack of faith in either men or business. We dug 
a rut of depression and dug it almost to the 
depth of a business grave. 

Merchant, wholesaler and manufacturer 
started out new, but with old ideas—ideas left 
over from the rut of over-prosperity. They 
failed, as was to be expected. Then they formed 
the habit of saying: “There is a buyers’ strike” 
—“‘Nobody will buy”—‘“Nothing we can do will 
better the situation.” From that habit grew 
the rut of pessimism, a rut that differed from a 
business grave only in depth. 

Now we are facing another new era. Looking 
up we see sunshine. We have only to climb out 
of our ruts to feel its rays. Some of us will 
climb out eagerly. Some—as before—will have 
to be jerked out. Then we will begin forming 
habits all over again. 

The best cure for a bad habit is the formation 
of a good one. This is as true of business as it 
is of individuals. Why not form our new habits 
with wheels wide enough to dig roads rather 
than ruts? 

Business men to-day need more habits of belief 
in themselves and their fellows. More habits 
of cheerful, painstaking work. More habits of 
clear thinking, careful planning and courageous 
doing. Such habits may develop ruts, but they 
will be ruts of progress. 


We face a new normal. Let’s accept it and 


shape it toward better habits and better busi- 
ness. It is time to get out of the ruts. 











Hail Sales Tax As Coming Revenue Measure 
Smoot and Followers Predict Its Ultimate Adoption — Federal 


Trade 


Washington, Oct. 17, 1921. 


’§\ HAT Congress will enact a man- 
| ufacturers’ sales tax within a 

comparatively short time, even 
if it fails to do so in connection with 
the pending revision of the iiternal 
revenue laws, is the positive statement 
made by Senator Reed Smoot in a care- 
fully considered speech just delivered 
on the floor of the Senate in support 
of his sales tax amendment. His speech 
was delivered to an audience that 
packed the galleries and filled every 
seat on the floor, scores of members 
of the House crowding into the Senate 
Chamber to hear a speaker who is com- 
monly reputed to be the best posted 
business man in Congress. 

Day by day the conviction is being 
forced upon experienced observers of 
revenue legislation that the bill now 
pending in the Senate will prove but 
a temporary makeshift. The develop- 
ments of the past fortnight have in- 
troduced a new element which will go 
a long way toward discrediting the 
conclusions of the Senate respecting 
revenue legislation at this time. 


New Law Will Be Compromise 


Jealousy of power, political issues 
and considerations of expediency have 
become the moving forces in deciding 
questions that ought to be settled on 
the basis of sound economics. The re- 
sult promises to be a compromise as 
unsatisfactory as legislative compro- 
mises usually are. 

I have referred occasionally during 
the past six months to the activity of 
the so-called “agricultural bloc.” This 
organization, of which Senator Ken- 
yon of Iowa, is chairman, originally 


By W. L. CROUNSE 


consisted of twenty-seven Republican 
members of the Senate out of a total of 
sixty. Week by week its strength has 
increased until to-day this extraordi- 
nary contingent claims thirty-three 
members or a clean majority of six in 
any Republican Senatorial caucus. 

I have explained to you the philos- 
ophy of the leaders of the “agricultural 
bloc.” Their code of ethics is a simple 
one. 

They are not “for the farmer” as 
against the general welfare of the 
whole country. But they believe that 
the welfare of the country depends 
upon the prosperity of the farmer and 
that it is their duty, therefore—at least 
at this time—to make his interest para- 
mount to all else. 


“Bloc” Rules the Roost 


In line with this principle the “ag- 
ricultural bloc’ has forced upon the 
Senate leaders a series of amendments 
which, in their opinion, will increase 
the tax load borne by corporations 
and by wealthy individuals but which, 
in the opinion of sound economists, 
will simply serve to drive money out 
of industrial operations and the tax- 
able securities of corporations into tax- 
free bonds of the Federal, State and 
municipal governments. They have 
deprived the veteran, Chairman Pen- 
rose, of his leadership and they have 
so altered the form of the _ pend- 
ing bill that it is more likely to go 
down into history as the “bloc bill” 
than as the Fordney-Penrose bill. 

It has long been a tradition in Wash- 
ington that the Senate always makes 
the revenue bills, whether internal or 
tariff, but this tradition has gone to 
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Commission Publishes Data on Trade Associations 


the scrap-heap. This bill will be made 
either by the group of Senators rep- 
resenting the “agricultural bloc,” 
Messrs. McCormick of Illinois, Lenroot 
of Wisconsin, Capper of Kansas and 
McNary of Oregon, or it will be licked 
into shape by the conference commit- 
tee to which it will go after it is passed 
by the Senate for the harmonizing of 
the diverse provisions of the House 
and Senate drafts. 


Smoot Bill Possible Alternative 


Senator Smoot’s bill, providing a 
manufacturers’ sales tax, is looked 
upon as a possible alternative for the 
proposed “agricultural bloc” bill. On 
this account it has attracted attention 
of conservative members of both 
houses and is the subject of an amaz- 
ing amount of commendatory comment 
in the form of letters from business 
men and editorial utterances daily 
reaching Washington. 

In his speech in support of his sales 
tax plan, Senator Smoot cleared away 
many cobwebs and resolved many un- 
certainties that have heretofore sur- 
rounded the subject and have prevented 
many who did not understand the de- 
tails of the project from giving it their 
indorsement. 


“The manufacturers’ and producers’ 
tax,” said the Utah Senator, “is a sales 
tax, but of a limited form, applying 
as it does only to articles when sold 
for consumption or use without further 
process of manufacture. Defining the 
tax in this way eliminates any cumu- 
lative effect which has been one of 
the principal objections to a gross turn- 
over sales tax, though that objection 
readily can be met. It affords no ad- 
vantage to an integrated or many- 
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processed business over the non-in- 
tegrated competing business. 


Single Tax Paid But Once 


“It is a single tax to be paid once 
only and then upon the sale of the 
article, when sold for consumption or 
use without further process of manu- 
facture. My amendment provides for 
a similar tax upon imported articles so 
that there will be no disadvantage to 
American manufacturers or producers 
in competition with foreign goods. It 
also provides for the exemption of 
sales of less than $6,000 per year, 
thereby eliminating the necessity of 
auditing small-sized accounts. 

“Many inquiries have been made as 
to the application of this tax to agri- 
cultural products. The average value 
of the products of farms for the year 
1921 has been estimated by the Depart- 
ment of Agriculture as between $1,000 
and $2,000, so that the $6,000 exemp- 
tion will practically exempt farm prod- 
ucts; but they, for the most part, 
would be exempt anyway under the 
definition of the tax since practically 
no agricultural products are sold for 
consumption or use without further 
process of manufacture. Any tax to 
be imposed would apply only to the 
article in its finished state, such as 
cotton in cotton goods or clothing, po- 
tatoes in starch, wheat in flour or 
bread, etc.” 


Opposition Can Be Met 


Senator Smoot realizes that there is 
opposition in certain quarters to a sales 
tax of any kind but he believes that 
every argument: that has been put for- 
ward can be fully met. 

“Whenever a sales tax has been pro- 
posed,” he says, “the opponents, who 
have their own particular reasons for 
opposing, have raised a regular series 
of objections which are popularly de- 
scribed as sales-tax ghosts, every one 
of which has been fully discredited. It 
is quite common for the first objection 
to be that the proposal will not raise 
the necessary revenue. 

“Then, when it has been conclusively 
proved that more than sufficient rev- 
enue will be raised, the objection is 
submitted that the proposal will raise 
too much revenue and greatly en- 
courage the Government to extrava- 
gance. That objection is immediately 
met by suggesting that the rate be re- 
duced. Then jumps up the objection 
that even though it will raise the rev- 
enue the measure can not be adminis- 
tered. 1 

“Upon proof that it can be adminis- 
tered the objection is made that it will 
be an unpopular measure. When this 
objection is disposed of by showing the 
spontaneous approval of the measure 
by practically every newspaper in the 
country and thousands of letters from 
individuals in all walks of life and 
from the manufacturers themselves 
who, in many cases, will bear a greater 
tax than under the measure proposed 
to be repealed, then the usual sequence 
of objections is started all over again 
and continued within an argument- 
ative circle, or else some new ghost 
is phantomed up from the ever-ready 
imagination and as readily disposed of. 


Sales Tax Bound to Come 


“The fact of the matter is that there 
is no real, fundamental objection to a 
sales tax. It is bound to come. 
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“Under the present law we have 
raised during the fiscal year just past 
close to one billion dollars through 
various forms of sales taxes and spe- 
cial taxes which have been passed on 
to the consumer, of which about $200,- 
000,000 has been upon sales by manu- 
facturers. In other words, we have 
collected during the fiscal year just 
passed under a manufacturers’ sales 
tax an amount of money greater than 
was obtained in the year 1916 through 
the income tax on corporations. So, 
when the objection is raised that the 
proposed amendment is impracticable 
and can not be administered, it would 
hardly seem necessary to do more than 
to point to the experience under the ex- 
isting laws. 

“The department has had the ex- 
perience under the present excise taxes 
for almost three years, and through 
its co-operation with representatives 
from various businesses taxed has 
evolved workable regulations which 
have proved satisfactory both to the 
department and to the taxpayers. It 
is a further fact that the excise taxes 
being collected under the present law 
have been audited practically to date, 
while the same corporations have been 
waiting for three years and over to 
find out what their 1917 income and ex- 
cess-profits taxes really are, and they 
will continue to wait for an indefinite 
period. 

“IT would not suggest a form of tax- 
ation having as its predominating 
feature simplicity if I was not con- 
vinced that there would be no adminis- 
trative difficulties which would add 
complications in excess of those under 
existing law.” 


Meeting Special Problems 


Mr. Smoot then took up a number 
of questions submitted to him by par- 
ties who have suggested that it would 
be difficult for a manufacturer to know 
whether his products would be used as 
raw materials for another industry or 
would pass into consumption as com- 
pleted goods. On this point Mr. Smoot 
says: 


“These phantoms are really excep- 
tional cases, but so far as any adminis- 
trative difficulties are concerned, we 
have merely to turn to the experience 
under our present excise taxes and also 
to that under the administration of the 
Canadian law. Section 900 of Title IX 
of the revenue act of 1918 provides for 
a 5 per cent tax on tires, tubes, parts 
and accessories when sold to any per- 
son other than a manufacturer or pro- 
ducer of automobile trucks, automobile 
wagons, other automobiles and motor- 
cycles. And Regulations No. 47, ar- 
ticle 14, issued by the Treasury De- 
partment have fully provided for the 
situation covered by the law. 

“If a manufacturer sells any such 
articles to another manufacturer and 
if the second manufacturer intends to 
use the articles purchased in connection 
with another article which he intends 
to manufacture and sell, the second 
manufacturer, if he desires to free the 
first manufacturer, must give a certifi- 
cate in the form prescribed by the reg- 
ulations whereby he certifies that he 
is a manufacturer, that the goods are 
purchased as such a manufacturer 
for resale, and agrees that if the 
articles are sold by him exempt 
from tax to another manufacturer he 
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will require a similar certificate from 
such manufacturer. He also agrees 
that unless the articles are sold by 
him to another manufacturer he will 
pay the tax on such articles as he 
sells direct to the internal-revenue col- 
lector. 
Export Goods Exempted 


“The regulations provide that the 
certificate shall be given in connection 
with each order, but it is also pro- 
vided that if it is impracticable to fur- 
nish such a certificate, that a certifi- 
cate covering all orders between given 
dates, not to exceed one month, will be 
accepted. _ Under articles 42 and 43 
of regulations 47, provision is made as 
to obtaining exemption for goods sold 


for export. In those cases an affidavit 
is required from the exporter to the 
manufacturer. 

“This gives the manufacturer tem- 
porary exemption for a _ period of 
twelve months, within which time the 
manufacturer must obtain proof of ex- 
portation which includes a statement 
covering eight matters prescribed by 
the Treasury Department. Some 


method of administration along the 
lines referred to in regulations 47 as 
to sales to manufacturers and sales for 
export can clearly be worked out in the 
cases referred to.of sales by manufac- 
turer to a wholesaler or jobber. 

“Under my amendment the only 
question is one of fact as to whether 
certain goods sold by a manufacturer 
were at the time of sale sold by him 
for consumption or use without further 
process of manufacture, and I can per- 
ceive no difficulty in working out reg- 
ulations to cover every possibility un- 
der my amendments along the lines of 
the regulations covering the present 
excise taxes and in view of the ex- 
perience gained through the adminis- 
tration of those taxes. 

“IT know that the proposed tax can 
be administered. This tax is not a 
new idea or a mere theory. We had 
a manufacturers’ tax just after the 
Civil War and raised a_ substantial 
amount of revenue under its provisions. 
That tax, however, was at a high rate, 
averaging at least 5 per cent, and was 
cumulative in effect, so that it worked 
such hardships that the idea was 
abandoned; but the Treasury stand- 
point was that fhe tax was administered 
and raised all of the revenue which it 
was estimated to raise.” 


Advantages of Sales Tax 


Concerning the broad _ economic 
phases of the subject Mr. Smoot spoke 
with great enthusiasm in support of 
his bill. He said, in part: 


“Now, I desire to comment briefly 
upon the fundamental advantages of 
this plan. It is a ‘pay-as-you-go’ propo- 
sition and for that reason favored by 
manufacturers, though they may pay 
more in taxes than under an income 
and excess-profits tax system. 

“But they will know to a certainty 
just what the tax is; they will pay it 
monthly out of current receipts. It 
can be immediately charged into costs 
as a definite amount and without the 
inflation which has existed under the 
excess-profits tax; and all taxes are 
charged into costs as a definite amount 
and without the inflation which has 
existed under the excess-profits tax; 
and all taxes are charged into costs 
just as rent, wages, materials pur- 
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chased, interest and all other expenses. 
“It has been argued that this is true 
only under a rising market. It is also 
true under a stable market. Under a 
falling market, costs may not be met 
in the price obtained, but the loss ap- 
plies to all costs and not merely to 
taxes. In such a case the loss, for the 
time being, must be met out of capital, 
surplus, or borrowed money. Business 
will attempt to retrieve the loss in a 
subsequent year of a rising market. 


All Competitors Equally Affected 


“Business is seldom conducted on the 
basis of one year alone. The year is 
a convenient basis for accounting and 
financial purposes, but whether a busi- 
ness is prosperous or not den 1 
the showing which it can make over a 
period of several years, usually about 
five years in the case of manufactur- 
ing. Under a falling market, however, 
the 3 per cent tax would affect all 
competitors equally. 

“If one business could add the 3 
per cent tax to its selling price every 
competitor could do the same. If he 
could not, it would mean that his price 
with the tax was higher than the price 
with the tax of the competitor. 

“Then the real reason for the in- 
ability to sell would not be the tax, but 
the difference in the ability to produce 
and distribute in an efficient, econom- 
ical, and business-like way, and that 
condition would exist whether there 
was a 3 per cent tax or not. That 
whole question involves business effi- 
ciency and has no relation to the iax 
since that would be equal as to all 
competitors.” 


Tax to Be Passed On 


There has been some opposition to 
the sales tax by those who assumed 
that the Government would oppose any 
attempt to pass this tax on from man- 
ufacturer to jobber, from jobber to re- 
tailer, from retailer to consumer. The 
author of the project, however, frankly 
states that he assumes that the tax 
would be passed on and that it should 
be passed on. In this connection he 
says: 


“I admit that the tax which I pro- 
pose is a tax on production, and as it 
will be passed on to the consumer, 
just as every other tax must be 
passed on, that it becomes in prac- 
tical effect a consumption tax. But 
every tax upon the income of busi- 
ness must be a consumption tax in the 
sense that the tax is passed on and in- 
cluded in the price to be paid by the 
consumer. The excess profits tax, the 
income tax, local property taxes, State 
franchises, and every other form of 
taxation on business must be included 
in the cost of doing business and goes 
into prices as part of that cost. 


Not An Additional Tax 


“The tax which I propose would not 
be an additional tax but a substitute 
for other taxes which are not greatly 
inflated in costs and passed on in that 
inflated form. The repeal of the excess 
profits tax and retention of the income 
tax on corporations at 10 per cent 
would, through the effect of competi- 
tion, bring about a reduction in retail 
prices which would be offset only to 
the extent of 3 per cent upon the man- 
ufacturer’s selling price, instead of the 
price at retail being inflated by an ex- 
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cess profits tax on the manufacturer, 
the wholesaler, and retailer, each ac- 
cumulating the tax upon the tax which 
in each case would be greatly inflated 
on account of the uncertainty as to the 
amount which would be ultimately paid 
to the Treasury Department. 

“Those are all taxes on consumption 
in the sense of being ultimately paid 
by the consumer. My proposed tax is 
no different in that respect from other 
forms of taxation but it is certain in 
amount and will be paid but once, with- 
out accumulation.” 


Every possible effort is being made 
by the Senate leaders to put the new 
revenue revision bill on the statute 
books not later than Nov. 1. It is 
possible that this may be done but it 
will require greater expedition than 
has thus far marked the consideration 
of this important measure. 

The Internal Revenue tax bill hav- 
ing been disposed of Congress will 
turn its attention to the tariff, the con- 
sideration of which was suspended six 
weeks ago. The tariff bill, however, 
will keep our national legislators busy 
well into the new calendar year. 


Data on Trade Associations 


For many moons the Federal Trade 
Commission has been engaged in an 
investigation of trade associations for 
the primary purpose of determining 
the extent to which they are seeking 
to control prices. Much of this in- 
formation is necessarily confidential, 
either because of pledges given in 
order to obtain it or because it is in- 
tended to use it as a basis of prosecu- 
tions. 

The Commission has just released for 
publication a brief summary of certain 
information regarding associations 
which will be read with interest by 
every merchant in the land. The state- 
ment is particularly interesting at this 
time in view of the recent statement of 
President Harding’s unemployment 
conference that high costs due to “mal- 
ignant combinations” are strangling 
home building in this country. 

The Commission sent out 2750 ques- 
tionnaires to trade associations in re- 
sponse to a request for information 
from the Chairman of the Joint Com- 
mission of Agricultural Inquiry of the 
United States Congress. Replies were 
received from 1773 showing the fol- 
lowing activities: 


Associations collecting and ex- 
changing price information.... 141 
Associations compiling and dis- 
tributing other statistics...... 376 
Non-statistical associations....... 768 
Inactive or disbanded............ 161 
Incomplete replies............06. 227 


Information on Prices 


According to the information sup- 
plied by the associations there were 
141 out of a total of 1773 sending in 
replies to the questionnaire, which 
distributed or exchanged information 
regarding prices in closed transactions. 
Nine associations indicated that they 
had recently discontinued the collec- 
tion and exchange of information re- 
garding their selling prices pending the 
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decision of the United States Supreme 
Court in the Hardwood case. It ap- 
pears probable that a number of others 
which formerly used open price 
methods had taken similar action. 
The associations exchanging price 
information among their members 
were largely manufacturers and whole- 
salers, and they covered a very wide 
range of products, such as agricultural 
products, automobiles and _ trucks, 
bread and bakery products, bricks, but- 
tons, canned fruits and vegetables, 
clothing, coal, coke, cotton goods, dairy 
products, drugs, farm implements, 
flour and feed, furniture, gas ranges, 
groceries and meats, hardware, iron 
shingles and lumber products, plumb- 
ing materials, salt, shoes, silks, upper 
leather and nume-ous other products. 


Distributed Price Information 
Frequently 


In most cases the price information 
was distributed among the members 
at frequent intervals, i. e. daily, weekly 
and monthly, depending largely on the 
character of the business. 

The information most commonly dis- 
tributed by the associations not ex- 
changing price information included 
statistics of stocks on hand, quantities 
produced, orders received and orders 
on hand. 

The Commission has received nu- 
merous requests from trade association 
officials or a general statement that 
would serve as a guide to enable all 
organizations desirous* of obeying the 
law to so conduct themselves as to 
avoid difficulties. Thus far, the Com- 
mission has not seen its way clear to 
making any general statement -and it 
is improbable that any attempt will 
be made to frame a national code of 
ethics for trade associations. 


To Aid the Unemployed 
An appeal to business men and 


.Chambers of commerce the country 


over to give active support to the 
emergency program for the relief of 
idle workers, as advanced by the 
National Conference on Unemploy- 
ment, has been made by Joseph H. 
Defrees, president of the Chamber of 
Commerce of the United States and a 
member of the conference. 

Mr. Defrees especially urges that 
business men get behind the plan pro- 
posed by the conference for the mayors 
to organize local Emergency Commit- 
tees in their communities. He asks 
them to offer the mayors immediate 
assistance of the business organiza- 
tions in order that the machinery of or- 
ganization shall be speeded up on a 
national basis. Every town, says Mr. 
Defrees, has a responsibility to the 
nation to organize to meet this ques- 
tion immediately and the nation can 
only bring its help to bear when the 
cities and the States are organized s0 
as to make their help effective. 


Responsibility of Business 


“Business,” says Mr. Defrees, “has 
a very great responsibility in the sit- 
uation. It furnishes employment. 
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Business men in the communities 
should take: the lead in co-operating 
with the mayors in creation of the 
Emergency Committees and in working 
out constructive community programs 
for relieving unemployment in their 
vicinities. 

“The situation cannot be met with- 
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out proper organization. It is pri- 
marily a community problem. The 
local business man, through his busi- 
ness organization and_ individually, 
should make every effort to meet the 
situation in his city. 

“The existing unemployment pre- 
sents a real problem which must have 
immediate attention.” 





A Governmental Hint to Stock Mail 
Boxes 


Postmaster General Inaugurates Campaign to Induce 
Householders to Install Private Mail Receptacles 


T this time, when every hard- 
ware merchant has his ear to 
the ground for indications of easily 
made, profitable sales, the action of 
Postmaster Will Hays in urging 
householders to install private mail 
receptacles is of especial interest to 
the trade. The plans of the Post 
Office Department include a national 
mail receptacle and house number 
day, at which time all postmasters, 
mail-carriers and rural mail-car- 
riers will report the addresses of 
every dwelling and place of busi- 
ness not so numbered and equipped. 
The postmasters will then commu- 
nicate with the owners or occu- 
pants, urging them to provide the 
necessary equipment. They will 
also co-operate with the hardware 
merchants in providing a suitable 
stock to meet the public demand. 
It should prove a rare opportunity 
to increase your sales volume 
through a legitimate and highly 
meritorious undertaking. 
The official Postal Bulletin reads 
in part as follows: 


National Mail Receptacle and 
House Number Census Day. 


OFFICE OF THE POSTMASTER 
GENERAL, 
WASHINGTON, OCTOBER 3, 1921. 


“If expeditious and efficient 
city delivery service is to be ac- 
corded it is essential that all 
buildings to which mail is deliv- 
ered be properly numbered and 
equipped with private mail recep- 
tacles. Without house numbers 
carriers are delayed in serving 
the routes and errors in delivery 
unavoidably occur, especially 
when substitutes are on duty. 
This condition, coupled with the 
lack of mail receptacles, inevit- 
ably impairs efficiency and de- 
lays delivery, with a resultant 
public inconvenience and loss. 


“To correct this evil it has 
been decided to conduct a nation- 
wide campaign with a view to 
having every building properly 
numbered and equipped with a 
suitable receptacle or opening in 
the door. 

“As a preliminary step, on Oc- 
tober 19, 1921, the postmaster of 
every post office having city or 
village delivery service will re- 
quire his carrier to report the 
address of every dwelling and 
place of business on their routes 
not so numbered and equipped. 

“The postmaster will then com- 
municate with the owners or oc- 
cupants, urging upon them the 
importance of providing a proper 
number of suitable receptacles, 
or both, as the case may be, if 
they desire the prompt and safe 
delivery of their mail and wish 
to co-operate with their Govern- 
ment in providing a more effi- 
cient and economical mail ser- 
vice. No particular style or type 
of receptacle is required by the 
department. 

“Before inaugurating the cam- 
paign the postmaster or his rep- 
resentative should confer with 
hardware merchants and others 
dealing in such articles with a 
view to having them provide a 
sufficient stock of receptacles, 
mailing slots and numbers to 
meet the public demand, and to 
mention these articles promi- 
nently in their advertising, at the 
same time calling attention to 
the efforts of the post office and 
urging the co-operation of all 
public-spirited citizens. 

“Contractors and builders 
should be solicited to aid the 
movement by properly numbering 
all new buildings erected by them 
and providing mail slots in or 
near front doors, and the co- 
operation of the municipal au- 
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thorities should be obtained with 
respect to house numbers. 
“WILL H. HAYS, 
“Postmaster-General.” 


The wise dealer will immediately 
Stock a sufficient quantity of mail- 
boxes, house numbers, etc., to meet 


the demand, and will also begin an 
energetic campaign to sell his share 
of the trade. The man on the job 
will get the business. Be that man. 
“Key-Kase” Litigation 

Rumors that legal action was 
about to be started in connection 
with the Buxton Key Kase or KEY- 
TAINER, which many dealers have 
heard, now come definitely to light 
in New York City. Two suits for 
patent infringement and for unfair 
competition have already been filed 
in the Federal Court Buxton, 


Incorporated, Springfield, Mass. It 
is said also that other s: are in 
preparation against mau/facturers, 
assemblers, jobbers and retailers. 


Win the Prize 


(Continued from page 69) 


in all parts of the country. A very 
handsome promotion feature giving 
full details concerning the calen- 
dar is being mailed out to the trade. 
If you haven’t received your copy 
of it, we suggest that you write 
at once for it to the Save the Sur- 
face Campaign Headquarters, 507 
The Bourse, Philadelphia. 

Every paint and varnish dealer 
and every master painter who has 
set for himself the goal, “Make 
1922 the Greatest Paint and Varnish 
Year,” will see in the Save the Sur- 
face Calendar a fine way to start 
off the year for this goal. 

The calendars will be in great 
demand as a result of the national 
advertising and on account of the 
$1,000 Prize Contest. The design 
alone puts this calendar’in a class 
by itself, and the great quantity 
being printed brings the cost of 
the four-color printing to the low 
figure of $10 per hundred, including 
mailing container and cost of im- 
printing dealer’s name, business, 
telephone number and address. 

Here is a true “art calendar” 
pertinent to the paint and varnish 
business. It ought to sell paint and 
varnish 365 days in the year 1922. 


Iver Johnson’s Arms & Cycle 
Works, Fitchburg, Mass., have is- 
sued a new catalog on bicycles 
which shows two new models and 
several improvements. 








Let’s Talk of Guns and Dogs and Hunting Togs! 


The Call of the Autumn Woods 


No. 1 (2 cols. x 8 in., 

Who has not felt the call of the wood- 
land in the fall? Bracing air, a trusty 
gun, faithful dog and togs to keep you 
warm about the evening camp-fire. 

Many men will work right through 
the summer seemingly deaf to the lure 
of summer time pleasures, but once let 
’em get a whiff of October air and 
bang! go the lids of their desks—they 
can’t hold out against the Call of the 
Autumn Woods. 

Where do they go first? Straight to 
the sporting goods counter to replenish 
their wardrobe and stock of supplies, 
and maybe to add a gun or two to their 
collection. 

We stood in a sporting goods store on 
Forty-second Strzet, New York, a day 





100 FOOT WIRE LINES 


Non-rust with Line Pulleys up to 8-inch Keep your 
washing off the ground. 
for wet and dry clothes 
that fold out of the way, hold two tubs and a wringer 
with a one to five year guarantee 

WASH BOARDS 


at old low prices. 


MOPS 
for any use, and Mop Wringers to fit any pail. 
AVOCA BROOMS 
for house or barn. 
SPONGES AT 25° 
equal to most 50-cent goods. 
WINDOW CLEANERS 
and Chamois for all uses. 
And 
LIQUID VENEER 


as a finisher, as good as is made—25c, 50c, $1.00 
sizes. L. V. Mops, $1.50 and $1.75 
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5—How to prepare an ad on related 
items 


or two ago and—watched. We saw 
sales of guns and shells, of boots and 
coats, of hunting knives and hatchets, 
of duck calls and decoys, of camp 
stoves and compressed pea soup, of 
items too many to mention, and we 
would have seen sales of dogs, too, had 
there been any about the place. 

The hardware dealer is very much 
alive to the business to be done in Octo- 
ber and November, and as a result the 
number of good sporting goods ads has 
increased apace. 

Here is a current announcement from 
Blakey-Clark, Ennis, Tex. Topping the 
ad is a good, snappy manufacturer’s 
ready-made cut followed by a heading 
that shapes the ad to local hunting con- 
ditions. 

A new beauty of a hammerless gun 
then greets the eager eye of the hunts- 
man and he makes a mental note of the 
fact that the price quoted saves him 
$10, enough money to buy him a tidy 
bit of shells as well as other small items. 

The ad has two other interesting lines 
—one concerning the free gun book and 
another referring the reader to the 
store’s window display. ’ A window dis- 
play of guns is something that stops 90 
men out of 100, and it certainly is good 
business to advertise your window dis- 
play in every hunting ad. 


For a Good Bag of Ducks 


No. 2 (2 cols. x 8 in.) 

Take a look at the cut in the E. P. 
Reed Lumber Co., Rockland, Mass., cur- 
rent ad on guns and ammunition. It 
illustrates the advantage of using cuts 
furnished by your manufacturers. The 
cut tones up the whole ad, catches the 
eye of the sportsman and identifies the 
announcement at a glance. 

The copy talks in hunter’s language 
and emphasizes both guns and shells, 
with particular stress on the covering 
qualities of the shells. 

We consider this a well designed and 
carefully written hunting ad and one 
that makes a definite appeal to sports- 
men who want to be equipped with first- 
class guns and ammunition. 
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The one criticism we could make of 
this ad is the lack of prices. We be- 
lieve it is a mistake to omit prices in 
any ad. We don’t know of anything 
that can be better advertised without 
prices than with them, at least in the 
hardware line. 


Verse for the Hunter 


No. 3 (2 col. x 5 in.) 

This Howard ad from Mt. Vernon, 
N. Y., while not strictly a hunting ad, 
still ties up closely with the thought of 
the hunting season. 

The verses are well done and a nice 
slogan is developed at the close of the 
ad: “Hunt Hardware at Howard’s.” 
This ad could have tied up to hunting 
supplies very nicely if at the bottom, 








THE DOVE SEASON IS NOW ON 


ARE YOU PREPARED? A Winchester Shotgun with Win- 
chester Leader or Repeater Shells Ly you @ hard-hitting, 
evenly distributed shot pattern for small game. 


The market has not declined. but we have reduced the prices 
on our guns. Get your Winchester Shotgun now. Enjoy it 
the whole season. 


HAMMERLESS REPEATING 
WINCHESTER MODEL 12 
Shotgun reduced from $60.00 to_...------------ _.-$50.00 


Be sure you have enough Winchester Shells when you start out 


Get a Free Copy of Our Gun Book. 
SEE OUR WINDOW DISPLAY OF GUNS 


Hawt 
THE WINCHESTER store 


1—For the man who loves the upland 
shooting 
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say, under the firm name signature, 
there had been run a brief paragraph 
listing some of the items of interest to 
hunters carried in stock. It seems to 





SS 
We Carry All the Necessary Goods 


For Your Hunting Trips at 
Attractive Prices 


Rifles, Shotguns, Ammunition, Hunters’ Coats, Patts, 
Caps, Cleaning Rods, Gun Oils and Greases, Decoys, 
Bird and Duck Calls, and many articles too numerous 
to mention, , 


E. P. REED LUMBER CO. 


THE WINCHESTER store 
Cor. Union-School Sts., Rockland. Tel. 180. 
4—A general ad on hunting supplies 


us that the inclusion of this paragraph 
would have strengthened the ad. 


Advertising Sportsmen’s Headquarters 


No. 4 (2 cols. x 5 in.) 

Here’s another hunting ad from the 
Reed Lumber Co. of Rockland, Mass. 
The cut at the top is a syndicate illus- 
tration but it looks mighty well in the 
ad. 

This is an ad designed to impress the 
hunter that the Reed store is stocked 
with all the needed items he would 
want to include in his hunting trip. 

It is a mighty good type of ad to 
sandwich in between your more elabo- 














The gun and shells i 
a good bag of ducks 


Waiting in the blind while the ducks circle over 
your decoys—it takes a hard-hitting, evenly dis- 
tributed shot pattern to bring down that canvas back 
or mallard. : 

A perfect shot pattern is the result of the right 
gun and the right shell. 

Winchester Shotguns and Loadéd Shells are 
famous for their patterns of uniform spread and hard- 
hitting delivery. No duck gets through a Win- 
chester pattern. j 

Smokeless Powder. The famous Prestic Wad-| 
ding. The right Crimp. Waterproof. The popular 
loads for duck hunting. 


Winchester Leader and Repeater Shells 
Also Winchester New Rival and Nublack Shells— 
loaded with black powder. 


E. P, REED LUMBER CO. 


tHe WINCHESTER store 
Cor. Union-School Sts., Rockland. Tel. 180. 





2—Featuring a combination of gun and 
shells 





HARDWARE AGE 


rate hunting ads, which carry the sug- 
gestion of joys in the open woods on 
fall days. 

An ad like this requires but small 
space, yet it is bound to catch the eye 
of the reader. The top lines directly 
under the heading are well worded, sug- 
gesting as they do complete stocks as 
well as attractive prices. 


An Ad on Related Items 
No. 5 (2 cols. x« 7% in.) 

In sending us this ad, W. J. Hoyt ot 
the Hoyt Hardware Co., Wellsville, 
N. Y., makes the following comments: 
“We are using this preferred space 
three times per week and change the 
matter with each insertion. We have 
an idea that in bunching articles of a 
class in the advertisement one will sug- 
gest the other and help make the sale. 
This we have tried to do.” 

Mr. Hoyt wants to know what we 
think of this style of publicity. We 
have always thought well of it. In 
fact, one of the first things salesmen 
in chain stores are taught to do is to 
make related sales. The writer had 
the opportunity of listening to instruc- 
tion given salesmen in one of the large 
drug chain stores and then listening to 
the men make an imaginary sale. The 
plan was carried to great detail. If a 
customer asked for a tooth brush, she 
was reminded of tooth paste, mouth 
wash, and mouth antiseptics and when- 
ever a connecting link could be estab- 
lished between one group of related 
articles another single item suggesting 
another group, this was done and the 
length to which the salesman would go 
was of course, governed by the attitude 
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and replies of the customers. In the 
case of the tooth paste, a connecting 
link was established between mouth 
wash and nasal sprays which brought 
in a whole lot of other items such as 
a line of sprays, atomizers, nasal jellies 
and other similar preparations. 


You do the same thing by means of 
the printed word in such ads as this 
Hoyt ouncement. This ad, by the 
i 





Hunters and Finders 


eason of the year 


. Wh nting go— 
And ure ters” till they find 
sor hunt thing to show. 
 - . ed that they hunt 
s hu ind— 
A hunted thing it more, 
Sut is a someth found. 
The “hunter title ( must change 


As is most plainly sh« ing 
He, having found the “hunt: 
As a finder mus } 
But—though to find is wha 
When men a-huntingy 
There’s not one in a 
That finds anything t 
BUT 
All Hardware Hunter 
Become Hardware Find 
If—They Hunt Hardware 


Howa r d: Ss | 


Making novel use of the hunting 
thought 














3 





way, is well written and very neatly 
displayed, not the least feature being 
the novel type of firm name signa- 
ture. 

Our possible criticism 
more prices. 


would be— 


Observe the First Carriage 


Yes, Gentle Reader, this was consid- 
erably before the time of the twin sixes 
that make life pleasant for the own- 
ers and miserable for the pedestrian. 
In fact, it is rumored that this is the 
model for the first two-wheel wagon or 
something like that. The model is now 
in the Smithsonian Institute along with 
other curiosities, like round hair-cuts 


and dollar shirts. If the owner of this 
vehicle forgot to follow directions to 
“shake well before using” he simply 
jumped into the “kerriage” after Old 
Dobbin was hitched and drove for a 
spell. After a mile he shook as if he 
had the ague and mother used to throw 
a hot brick into the bed when he got 
home. 
































MARKET REPORTS 


on TRADE CONDITIONS 


IN HARDWARE, IRON AND STEEL, ETC. 


A REVIEW OF THE WEER’S BUSINESS, WITH NOTES ON TENDENCIES PREVAILING IN VARIOUS TERRITORIES 
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BRANNAN TANNA HAA ENA A 


Office of HARDWARE AGE, 
239 West 39th Street, 
New York, Oct. 17, 1921. 
ROM all points in all hardware 
KF lines come the reassuring reports 
of stronger markets. Frices in 
general seem to have steadied. Dealers 
are stocking in fair quantities, and 
stocks are practically adequate, though 
it is found in some certain lines, such 
as electrical specialties, there is not 
quite enough supply for the increasing 
demand. 

Upon questioning several local job- 
bers this past week, an interesting and 
new slant on the New York market was 
brought to light. It was found that 
one jobber had made up the initial 
stock for as many as eight new retail 
stores in this vicinity; another had 
done the same for six, and a third had 
supplied a fair quantity of stock of 
what was believed to be five new stores. 
In conversation all three jobbers seem 
to agree that this was surely a good 
sign. When new businesses were 
springing up in the retail division, it 
was fair to assume that the public 
was again buying hardware to some 
extent. 

There seem to be fewer price 
changes this week. Among the more 
important are the following as an- 
nounced of manufacturers reported by 
jobbers: 

The Robert Bishop Mfg. Co., Pitts- 
burgh, Pa., has advanced prices on cot- 
ton ball wicking and ball cotton. 

The Rome Mfg. Co., Rome, N. Y., 
has reduced prices on copper ferrules. 

The Silver Mfg. Co., Salem, Ohio, 
has announced new prices on upright 
drills and woodworking machinery, ef- 
fective Oct. 1. 

The Pressed Steel Products Co., 
Plantsville, Conn., announces a 25 per 
cent reduction on its Shur-Lock screen 
door catch. Bulletin 2-a describes these 
catches and lists the new prices. 

J. Sand & Sons, Detroit, Mich., have 
issued price list No. 11, which applies 
to Catalog No. 11 on Sand’s plumbs and 
levels. This list shows a reduction ef- 
fective Sept. 15, 1921. 

The New Era Spring & Specialty Co., 
Grand Rapids, Mich., announces new 
prices and discounts on spring and tire 
carriers, spring bumpers and visors. 
These new prices show substantial re- 
ductions taking effect Oct. 1. 


NEW YORK 


The Wickwire Spencer Steel Corpor- 
ation, Worcester, Mass., has issued a 
new extreme net price list for its wire 
goods department, effective Oct. 1, 
1921. These prices apply to catalog 
No. 10 as put out by the National Mfg. 
Co., Worcester, Mass., and also to cata- 
log D as put out by the Morgan Spring 
Co., Worcester, Mass. 

Automobile Accessories.—Tool sets, 
bumpers, separate tools and_ such 
goods are actually receiving much at- 
tention. The general line of accesso- 
ries is doing fair:y well at present, and 
stocks are fairly adequate. 

Ash Sifters—The supply is ade- 
quate, prices are firm, and demand 
fairly good. 

Jobbers’ quotations f.o.b. New York: 

Heavy steel galvanized ash sifter, rotary 
wire sieve iron brace bands, $30 per doz. 
Crated, $33 per doz. 

Axes.—Generally speaking, interest 
for axes is fairly good. Prices are 
firm and stocks adequate. 


House axes, ebony finish, 2% Ib., $12 per 
doz. 

“Fall City’’ axes, 2% lb., $13.50 per doz. 
Long Island handled axes, 24 to 2% Ib., 
$19.50 per doz. 

Second quality, 36-in. handle, 4 to 5 Ib., 
$19 per doz. 

Flint edge, Rockaway pattern, 4 to 5 Ib., 
$20.75 per doz. 

Connecticut pattern, handled axes, 3 to 
3% Ib., $19.50 per doz. 


Bolts and Nuts.—There is a stronger 
tone to the general market in this class 
of goods. Advances are’ expected on 
machine and carriage bolts, but they 
have not as yet been announced. 


Jobbers’ quotations f.0.b. New York: 

Common carriage bolts, % by 6 and 
smaller, 50, 10 per cent to 50, 10 and 5 per 
cent; longer and thicker, 45 and 10 per 
cent to 50 and 5 per cent. 

Machine bolts, % by 4 and smaller, 50, 
10, 10 per cent to 60 and 5 per cent; larger 
and thicker, 50 and 10 per cent to 50, 10 


and 5 per cent. 

Semi-finished hexagon nuts, 9/16 and 
smaller 80 per cent; larger and thicker, 75 
per cent. 

Tinners’ rivets, 60 per cent. 

Hexagon machine screw nuts, fron, 40-5 
per cent: brass, 4/32 to 8/32 in., 75 per 
cent: 10/32 to 12/32 in., 65 per cent; 
14/32 in., 60 per cent. 

Lock washers, 50 per cent. 


Toggle bolts, steel, bright finish, 60 per 
cent. 

Iron rivets, 60 per cent; solid copper 
rivets, 40 per cent. 


Stove bolts, 80 per cent. 

Builders’ Hardware——The demand 
for builders’ hardware continues very 
strong, and is at present one of the 
most profitable lines in the hardware 
business. Building continues in the 


suburban districts at a strong pace, 
and it is expected that the demand for 
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builders’ hardware will continue for 
some time. 

Coffee Mills.—Coffee mills are re- 
ceiving but fair attention in the local 
market. Stocks are adequate and 
prices are very firm. 

Jobbers’ quotations f.o.b. New York: 


Coffee mill, glass hopper, metal parts, 
japanned, holds 1 Ib. coffee, $11 per doz. 
Same, slightly different shape, $14.25 per 
doz. 


Cotton Gloves.—Cotton gloves are 
receiving lots of attention. Stocks are 
ample and prices firm. 

Jobbers’ quotations f.o.b. New York: 

Cotton gloves, white canton flannel, with 
knit cotton wrist, light, $1 per doz. pair, 
net; heavy, $1.75 per doz. pair, net. Heavy 
weight white canton flannel, cuff lined, 
with heavy stiffened material, regular style, 
$1.75 per doz. pair, net; leather faced, $4 
per doz. pair, net. 

Farming Tool Handles.—Prices are 
steady, and stocks good with a moder- 
ate demand for farming tool handles. 


Jobbers’ quotations f.o.b. New York: 


Hay fork handles, bent, 5 ft., $4.75 per 
doz.: 6 ft., $7.25 per doz.; hay fork handles, 
straight, 6 ft. $4 per doz.; 6 ft., $6.40 per 

Long handle manure fork handle, $4.20 
per doz.; wooden D manure fork handle, 
$6.60 per doz. Six ft. rake handle, $5.90 per 
OZ. 

Shank hoe handles, $2.20 per doz. Spade 
handles, $6.75 per doz. 

Malleable D spading fork handle, $5.45 


per doz., plus 5 per cent. Wooden D spad- 
ing fork handle, $6.60 per doz. 
Bundle lots 5 per cent off. 


Galvanized Ware.—Rumors continue 
that there is a tendency in the local 
market that will bring on a % cent 
advance very shortly. Up to the pres- 
ent this rumor cannot be verified, but 
perhaps next week’s report will bring 
further information. 


Prices to retailers f.0.b. New York: 

Galvanized sheets, No. 28 gage, $5 to 
$5.25 per 100 lb 

Jobbers’ quotations f.o.b. New Yor 

yalvanized —- 8 qt., $2.35; 10 qt., Kio 70; 

12 qt., $2.95; 14 qt., $3.30; 16 qt., $4 per doz. 

Galvanized wash tubs. No. 1, $7.85; No. 
2, $8.80; No. 3, $10.25; all per doz. 


Ice Scrapers.—Ice scrapers are being 
sold in good quantities for future de- 
livery. Stocks are ample and prices 


firm. 
Jobbers’ quotations f.o.b. New York 


Ice scrapers, solid shank, steel blade, 
rough finish, 6% x 5% in., 4 ft. handle, $6.25 
per doz. Solid shan x4 quality, tem- 


pered. steel blade, 7 x 6 in. % in. pol- 
ished and painted blue, 4 ft "handle, $7.50 
per doz. Ice scrapers, socket extra heavy, 
7 in. blade, 6 in. deep, % in. polished and 
painted blue, 4 ft. handle, $10 per doz. Ice 
scrapers, a, heavy, solid shank, double 
beaded blade, x 6 in. heavy iron ferrule, 
4% ft. handle, “it. 40 per doz. 


Ice Skates.—Prices are guaranteed 
until Feb. 1, 1922. Stocks are sufficient 
for the present mild demand. 
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Jobbers’ quotations f.o.b. New York: 

Men’s and boys’ all clamp club skates, 
sizes 8 to 12 in., 91c. to $1.18. Men’s and 
boys’ all clamp hockey skates, runners cast 
steel, all parts nickel plated, sizes 9% to 
11% in., $1.24 to $1.63. Canadian hockey 
skates for men, women and children, nar- 
row foot plate, sizes 8 to 11% in., 94c. to 
$1.48. Women’s and children’s club skates, 
russet leather back and strap, sizes 8 to 
11 in. Polished cast steel runners, $1.15 
to $1.40. Women’s and children’s clamp 
hockey skates, $1.40. Women’s and chil- 
dren’s clamp hockey skates, russet leather 
back and strap, runners made of cast steel, 
nickel plated, $1.51 to $1.99. 


Lanterns.—Interest for lanterns is 
fair, stocks are sufficient and prices 
firm. 


Jobbers’ quotations f.o.b. New York: 

Hy-Lo tin lantern, $9.50 per doz. Victor 
tin lanterns, $9.50 per doz. Monarch tin 
lanterns, $9.50 per doz. Junior brass lan- 
terns, $18 per doz. Blizzard tin lanterns, 
$14.50 per doz. Buckeye dash lanterns, 
$14.75 per doz. Roadster wagon lanterns, 
$18.50 per doz. De Lite lanterns, $14.50 
per doz. Little Wizard lanterns, $11.25 per 
doz. Eureka driving lanterns, plain lens, 
$19 per doz. Watchmen’s mill lanterns, 
enamel] finish, $25 per doz. Imperial plat- 
form lanterns, $9.75 each. 

Levels.—Local jobbers report fair 
business being done in levels. Stocks 
appear adequate. 

Jobbers’ quotations f.o.b. New York: 

Pocket levels, iron, 3 in., “jJapanned, $1.72 
per doz.; 2 in. hexagon brass, nickel plated, 
proved glass, $3.60 per doz.; same, 4% in., 
$8.20 per doz. 

Line levels, 3 in. aluminum, German sil- 
ver end, $5.13 per doz. 

Plumbs and Levels.—Cast iron japanned, 
nickel plated trimmings, with proved 
glasses. two mumhe. 6 in., $16.32 per doz.; 
same, 24 in., $31.6 

Steel Levels. old rolled steel, web 
japanned, 1 plumb and two levels, 22 in., 
$19.38 per doz. 


Linseed Oil.—The early part of last 
week the linseed oil market was quité 
active, but the last two days it cooled 
down considerably. Reports indicate 
that prices are being held down by in- 
ternational financial and economic con- 
ditions. 


Prices to retailers f.0.b. New York: 

Linseed oil in car lots, 69c. to 70c. per 
gal.; less than car lots, but more than 5 
bbl., 73c. to 75c. per gal.; single bbl. lots 
is 76c. to 78c. per gal. Boiled oil is 2c. 
extra per gal. and double boiled oil is 3c. 
extra per gal. Oil in half bbl. lots is 5c. 
extra per gal. 


Nails.—The local nail market is 
practically unchanged. Stocks appear 
adequate and the demand fairly good. 


Jobbers’ quotations f.o.b. New York: 


Office 9f HARDWARE AGE, 
1505 Otis Bldg., 
Chicago, Ill., Oct. 12. 


ARDWARE interests are wish- 
Hi for colder weather. It will 
take a drop in temperature to 
bring out the business which the job- 
ber, manufacturer and retailer are 
wanting. The few days of cool 
weather that we had saw a sudden up- 
shoot in sales but that spurt has re- 
ceded and business is again quiet. 
“Give us some real freezing weather 
and we will be knee-deep in orders,” 
said one of the large jobbers. ‘People 
do not buy things until they want to 
use them and the retailer, himself, does 
not anticipate his wants, especially at 
this time when buying ahead is not the 
practice. But cold weather would 
make the demand and all our custom- 
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Wire nails, $3.50 to $3.70, base, per keg 

Cut nails, $4.25 to $4.45, base, per keg 

Coated nails, $3 base, per keg. 

Wire nails and brads, 75-10 to 80 per cent 

Naval Stores.—The local naval store 
market is assuming a stronger tone. 
There seems to be evidence that im- 
provements are expected shortly. 


Prices to retailers f.o.b. New York: 

Turpentine is 76c. per gal. Rosin is be- 
ing quoted at B grade, $5.55; D grade, 
$5.60; E grade, $5.70; EF grade, $5.75; G 
grade, $5.75; H grade, $5.85: I grade, $5.90; 
K grade, $6.10; M grade, $6.25; N " grade, 
$6.50; WG grade, $6.75; WW grade, $7. 

Roller Skates.—At present a light 
demand for roller skates is found in the 
local market. Prices are firm and stocks 
are adequate. 


Jobbers’ quotations f.o.b. New York: 

Extension roller skates, steel foot plate 
and back, extend 74 to 9% in., cast iron 
rolls, web heel and toe straps, $1.10 per 
pair. Same, better grade, $1.20 per pair. 
Extension skates, with tops, trucks, clamp 
made of cold rolled steel, rubber cushioned, 
extension, 7% to 10 in., half strap heel, 
clamp toe, plain steel roll. $2.10 per pair. 
Extension ball-bearing roller skates, for 
men, nickel-plated, $2.65 per pair. Same, 
for women, $2.75 per pair. 

Rope and Twine—An advance in 
twine has been announced this week. 
The demand for twine has been very 
good, and has shown several increases. 
The local rope market, however, is un- 
changed. 


Jobbers’ quotations f.o.b. New York: 

Manila rope, No. 1 grade, 17c. to 19%e. 
per lb. Hardware grade, 14c. per Ib. Sisal, 
No. 1 grade, 13c. per lb.; sisal, No. 2 grade, 
llc. per lb. Bolt rope, 20c. to 22c. per Ib. 

Lath yarn, 13c. to 15c. per Ib. Jute wrap- 
ping twine, 20%c to 25%c. per Ib. India 
hemp twine, No. 6, 16c. to 18c. per Ib. 


Screws.—Demand for screws con- 
tinues very consistently. Stocks are 
ample and prices firm. 


Jobbers’ quotations f.o.b. New York: 

Wood Screws.—Flat head, bright, 7734-15 
per cent; flat head, galvanized, 6244-15 per 
cent; round head, blued, 75-15 per cent; 
round head, nickeled, 65-15 per cent; round 
head, brass, 70-20 per cent; flat head, 
brass, 72%-20 per cent; round head, brass, 
nickeled, 65-20 per cent. 

Machine Screws.—Iron, flat and round, 
80-10 per cent; brass, flat and round, 75 per 
cent. 

Cap screws, 75 per cent. 


Set screws, 75-5 per cent. 

Sleds.—Though still a little early for 
this class of goods, the present de- 
mand is fairly active. Prices are un- 
changed. 


CHICAGO 


ers would come to market with well 
filled want books.” 

Business is now running along with 
about the same volume as in Septem- 
ber. Some lines, such as cutlery, are 
little livelier than they were a month 
ago. 

There is no real change in the Chi- 
cago building situation. It is under- 
stood that practically all of the unions 
are now willing to abide by the Landis 
award but there is not much new work 
being started. One project of $2,500,- 
000 in apartment buildings was let 
this week but little new work is be- 
ing started. 

Reports from agricultural sections 
indicate that conditions are not as slow 
as they were during the summer. The 
farmer has some ready cash and while 
he is buying conservatively he is in 
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Jobbers’ quotations f.o.b. New York: 
Flexible Flyer sleds, No. 1, 38 in. long, 12 





in. wide, 6 in. high, $4. 50 each; No. 2, 42 in 
long, 18 in. wide, 6 in. high, $5 each; No. 3, 
47 in. long, 14 in. wide, TM in. high, $6.56 
each; No, 4, 52 in. long 14 in. wide, 7% in. 

sh, $7 each. Junior Racer, 49 in. long, 12 

wit 6% in. high, $5.50 each; Racer, 57 
In. long, 13 in. wide, 7% in. high, $6.75 each; 
No », 63 in, long, 16 in. wide, 8 in. high, 
oo t No. 4, with one pair of foot 
rest S:.75; No. 5, with two pair of foot 


rests, $11 


Sporting Goods.—The local sporting 
goods market seems fairly active; 
stocks are sufficient. 

Stove Pipe and Elbows.—lIncreasing 
interest is seen for stove pipe and el- 
bows. Stocks appear sufficient for 
local needs. Prices are firm. 





Jobbers’ quotatio f.o.b. New York: 
Stove pipe, black iron, No. 28 gage; 12 
lengths to a bundle in., $1.60; 4% in., 
$1.75; 5 in., $1.95; 514 in., $2.25; 6 in., $2.50 
each per doz. lengt 

Elbows, black iron, No. 28 gage, 12 
lengths to a bundle, 4 in., $1.60; 4% in., 
$1.70; 5 in., $1.80; 5% in., $2.10; 6 in., $2.25 
each per bundle of 12 ler 

Tree Holders.—Though early in the 
season for tree holders, the demand 
is fairly active. Prices are unchanged 
and stocks sufficient. 

Cast iron tree stands, japanned, striped 
with gold bronze, 2 in. opening, $10 per 
doz. net: 3 in. opening, $16.75 per doz. net; 


“Gem” tree stand; $5.75 per doz. 

Toys.—At present the toy market is 
showing a little increased demand. 
Stocks appear adequate. 


Window Glass.——The demand for 
window glass is very consistent. Stocks 
are moderate and prices firm. 

Prices to retailers f.o.b. New York: 

B single window glass, 82 per cent dis- 
count. 

3 double glass, 85 per cent discount. 

A double and single glass, 82 per cent. 

Wire Goods. — Jobbers report a 
steady, consistent interest for wire 
goods. Some days very good orders 
are received mostly for future de- 
livery. Rumors of varying prices per- 
sist. 

Jobbers’ quotations f.o.b. New York: 

Poultry netting, galvanized after weav- 
ing, factory shipment, 50 and 5 per cent, 
from New York stock, 45 per cent. Poultry 
netting. galvanized before weaving, fac- 
tory = Wl 50-10-5 per cent . P 

Square mesh wire cloth, 2 x 2, New York 
stock, $4.50 per 100 sq. ft.; 3x 3, $4.77% per 
100 sq. ft.; 4 x 4, $5 per 100 sq. ft. 


the market more actively than he was 
a few months ago. 

Many dealers are turning their 
thoughts to Christmas goods and the 
demand for cutlery, electrical goods, 
toys and sporting goods is on the in- 
crease and will probably be still 
heavier during the next few weeks. 

Automobile Accessories.—Sales of 
accessories continue fair and this open 
weather is permitting steady use of 
cars and trucks. Prices seem to hold 
up uniformly. 

We quote from jobbers’ stocks, f.o.b. Chi- 
cago: Reliable jacks, No. 46, $3 each, $34 
per doz De Luxe long handled standard 
jacks, $6.25 each; No. 1 standard jacks, 
$2.15 each; twin cylinder foot pumps, $1.25 
each; Simplex jacks. No. 36, $2.10 each; 
Stewart hand horns, $4 each; Weed chains, 
30 x 3%, $5 per pair, with 25 per cent off in 
lots of one dozen pairs and 33% per cent 
off in lots of more than one dozen pairs; 
Rid-O-Skid chains, $2 to $2.65 per pair; 


at oe 


Bo, 
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inner tubes, red, 3) x 3%, $2.50 each; gray 
tubes, 30 x 3%, $2.05 each; Lyon bumpers, 
$10.25 each; Bethlehem spark plugs, in lots 





of 100, special type, 43c. each; Mica type, 
Bethlehem spark plugs, 74c. each; Standard 
porcelain Bethlehem plugs, 55c. each; Her- 
cules Giant plugs, 55c. to 60c. each; Hercu- 
les Junior plugs, 27c. to 25c. each; Hel-Fi 
standard plugs, 27c. to 45c. each; Hel-Fi 
tractor plugs, 88c. each. A. C. Cico plugs, 


48c. each; Splitdorf plugs, 70c. to 78c. each; 
United plugs, junior, 40c. each; Champion X 


plugs, 50c. each; Champion O plugs, 50c. 
each; Champion Heavy Duty plugs, 57c. 
each. 


Axes.—This is the right season for 
axes and there has been good business 
which should continue. Prices are un- 
moved. 


We quote from jobbers’ stocks, f.o.b. Chi- 


cago: First quaiity single bitted unhandled 
axes, 3 to 4 Ib., $14.50 base; good quality 
black unhandled axes, same weight $13.50 
base; single bitted handled axes, $16.50 to 


$22 per doz. 

Alarm Clocks.—Sales are spoken of 
as “brisk” and “heavy.” There was a 
long standing shortage in alarm clocks 
and the public has been very actively 
in the market. Prices are the same. 


We quote from jobbers’ stocks, f.o.b. Chi- 
cago: America, $13.08 doz. lots, case, $12.48 





doz.; Blue Bird, $15 doz. lots, case, $14.16 
doz.; Bunkie, $25.56 doz. lots, case, $24.€0 
doz.; Lookout, $16.08 doz. lots, case, $15.48 
doz.; Sleepmeter, $17.52 doz. lots, case, 


$16.92 doz. 

Bicycles and Tires.—There has been 
some future business at the new prices 
but business is not very active in this 
department. 

Builders’ Hardware.—Sales are be- 
ing confined almost wholly to jobs 
which are under progress. Some new 
work is being estimated but not much 
of it is being let and there are few 
sales for buildings yet to be started. 
There is a fair amount of repair work 
under way and this is making some 
business. Prices are the same | and 
the trade seems to feel that there will 
be no revision this season. 

Cotton Gloves.—There has been very 
good business in “chore” gloves and 
husking mittens. Prices are strong and 
some of the popular numbers are dif- 
ficult to secure. 

We quote from jobbers’ stocks f.o.b. Chi- 


‘ago: Six oz. knit wrist gloves, $1.20 doz.: 
8 oz. knit writs gloves, $1.45 doz.: 10 oz. 
knit wrist gloves, $1.80 doz.; 8 oz. plain 


husking mitten, $1.15 doz. pairs. 

Copper Rivets and Burrs.—Prices 
continue the same and at this level are 
looked upon as very low. 

We quote from jobbers’ stocks, f.0.b. Chi- 
cago: Standard sizes and packages, 50 per 
cent discount. 

Chains.—There is a fairly good 
market in chains and prices are hold- 
ing to the same mark. 


We quote from jobbers’ stocks, f.o.b. Chi- 
cago: Proof coil chains, 1 in., base, $8.50 per 
100 lb.; standard coil chains 50 per cent off 
list; No. 00 4% ft. electric welded chain cow 
ties, $2.75 doz. 


Cutlery.—If business was as good 
in all other departments as in cutlery 
the wholesaler would be more than 
pleased. There has been a_ very 
healthy demand for cutlery during the 
past few weeks and the indications 
are that the season will be a splendid 
one from now until Christmas. At 
present goods are being bought for 
Thanksgiving and silverware has had 
some nice sales. The opinion of the 
trade seems to be that there will be 
no immediate price changes. 
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Cooking Utensils—There is good 
demand for enameled utensils, many 
numbers including roasters selling sat- 
isfactorily. Aluminum utensils are 
moving well although not as briskly as 
when boom times were on. 

Eaves Trough and Conductor Pipe.— 
Prices are still low and have not taken 
the advance which the higher sheet 
p¥ices would justify. 

We quote from jobbers’ stocks, f.o.b. Chi- 
cago: 29 gage, 5-in. lap joint eaves trough, 
$4.30 per 100 ft.; 29 gage, 3-in. corrugated 
conductor pipe, $4.50 per 100 ft.; corrugated 
3-in. conductor elbows, $1:55 doz. 

Files.—There has been no change 
this week. Sales are quite good. 


We quote from jobbers’ stocks, f.o.b. Chi- 
cago: American files, 70 per cent off list; 
Nicholson files, 50-10-10 per cent off list; 
Disston files, 59-16-10 per cent off list: 
Black Diamond files, 50-10 per cent off list. 


Flint Paper and Cloth.—There is the 
usual run of business at unchanged 
prices. 

We quote from johbers’ stocks, f.o.b. Chi- 
cago: First quality flint paper, No. 0, $4.50 
per ream; first quality emery cloth, No. 0, 
$27 per ream. 


Galvanized Ware.—Neither the man- 
ufacturer, jobber or retailer is accumu- 
lating any stocks on galvanized pails 
and tubs. Prices continue low, from 
the standpoint of the manufacturer and 
sales are decidedly off. 

Glass.—There is some activity in 
glass, although business is not as brisk 
as the trade would like to see it. 


We quote from jobbers’ stocks, f.o.b. Chi- 
cago: Single strength A, all sizes, 81 per 
cent off: single strength B, all sizes. 81 per 
cent off: double strength A, all sizes, 83 
per cent off: double strength B, all sizes, 83 


per cent off: putty in 100-Ib. kits, $4.75; 
commercial putty, $4.10; glaziers’ points, 
Nos. 1, 2 and 3, one doz., 75c. 


Guns and Ammunition.—This is one 
of the busiest divisions in the hard- 
ware trade. Every retailer is having a 
lively demand for shells and guns are 
selling quite well. Indications are for 
good business for many weeks to come. 


Hatchets.—There is a fair volume of 
business which is coming in small but 
frequent orders. There has been no 
recent price revision. ‘ 

We quote from jobbers’ stocks. f.o.b. Chi- 
cago: Size 2 extra quality broad hatchets, 
$19 doz.: Competitive grades, $13 doz.; war- 
ranted shingling hatchets, $14.35 doz. Com- 
petitive forged shingling hatchets, $5.50 doz. 

Hammers.—There is a good sale of 
hammers for present conditions. Even 
the higher priced grades are active. 


We auote from jobbers’ stocks, f.o.b. Chi- 
cago: No. 11% first quality nail hammers, 
$13.50 per doz.; Competitive forged nail 
hammers, $7.50 to $10 per doz.; cast steel 
hammers, $4 per doz. 


Hickory Handles.—There is constant 
demand for hickory handles which are 
selling at an unchanged price. 

We quote from jobbers’ stocks, f.o.b. Chi- 


cago: No. 1 hickory axe handles, $4 doz.; 
No. 2. $2.50 doz.; finest selection second 
growth white hickory, $6 doz.; special 


white second growth hickory, $5 doz.; No. 
1 hatchet and hammer handles, 80c. doz.; 
second growth hickory hatchet and hammer 
handles, $1.40 doz. 


Hose.—Some future business is be- 
ing placed. Some factories have with- 
drawn prices and others have made ad- 
vances on account of the higher cot- 
ton prices. The leading jobber has 


made no change. 


We quote from jobbers’ stocks, f.o.b. Chi- 
cago: %-in. molded reel hose, good quality, 
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13%c.; %-in. 3-ply good quality duck hose, 
13%c.: %-in. 4-ply good quality duck hose, 
16c.; %-in. 5-ply multiple hose, 10%¢c. 

Lanterns.—This is the active sea- 
son for lantern sales and goods are 
moving well. There is no new price. 

We quote frem jobbers’ stocks, f.0.b. Chi- 
cago: Monarch tin lanterns, hot blast, $9.50 
per doz.; No. 2 Dietz cold blast lanterns, 
$14.50 per doz.; with large founts, $16 per 
doz.; best tubular lanterns, $9.50 per doz.; 
Competition lanterns, No. 6 tubular, $7.8) 
ner doz. 

Ice Skates.—Good future business 
has been had and it is still coming in. 


We quote from jobbers’ stocks, f.0.b. Chi- 
cago: North Star aluminum finish racer or 
hockey for men and women, $9 pair; North 
Star nickel finish racer or hockey for men 
or women, $10.25 pair; key clamp rocker, 
steel runners, bright finish, 90c. pair; key 
clamp rocker, steel runners, nickel finish, 
$1.15 pair; key clamp hockey, polished cast 
steel runners, $1.20 pair; key clamp hockey, 
carbon steel runners, $1.60 pair; half key 
clamp rockers for women and girls, $1.10 
pair; half key clamp hockey for women and 
girls, $1.51 pair. 


Nuts and Bolts.—No change in price 
and there is the usual run of business. 


We quote from jobbers’ stocks, f.0.b. Chi- 
cago: Large carriage bolts, 50-10 per cent 
off list; small carriage bolts, 60 per cent off 
list; large sized machine bolts, 60-5 per 
cent off list; small machine bolts, 60-10 per 
cent off list; all stove bolts, 75-10 per cent 
off list; all lag screws, 60 per cent off list. 


Nails —Demand has kept up quite 
well. Same prices prevail. 


We quote from jobbers’ stocks, f.o.b. Chi- 
zago: Common wire nails, $3.65 per keg 
base. 


Picks and Mattocks.—Prices remain 
the same and are looked upon as low. 


We quote from jobbers’ stocks, f.0.b. Chi- 
cago: Warranted picks, 5 lb. to 6 lb., $9.80 
doz.; regular grade, $6.30 doz.; warranted 
mattocks, Ib., $11.20 doz.; regular grade, 
$7.20 doz. 


Paints and Oils.—Linseed oil has 
shown no change this week, but there 
has been a 2c. upturn in turpentine and 
a 3c. advance in denatured alcohol. 
Other paint products are at the same 
level and are moving in quite good vol- 
ume for this time of year. 

We quote from jobbers’ stocks, f.o.b. Chi- 


cago: Raw linseed oil in barrel lots, 8lc. 
gal.; in five barrel lots, 77c. gal.; boiled 


linseed oil, in barrel lots, 83c. gal.; in five 
barrel lots, 79c. gal.; strictly pure turpen- 
tine, 87c. gal.; denatured alcohol in barrels, 
48c. gal.; pure white lead in 100 Ib. kegs, 
12%c. 'b.; dry paste, 7c. Ilb.; white shellac, 
124c.; orange shellac, $3 gal.; English 
Venetian red, $3.75 to $8.25 per 100 Ib. 


Roller Skates.—There has been some 
fall business but not really heavy. 


We quote from jobbers’ stocks, f.o.b. Chi- 
cago: Boys’ ball bearing roller skates, $1.85 
pair; girls’ ball bearing roller skates, $1.95 
pair, Juvenile plain bearing with strap, 72c. 
pair; Juveniie plain bearing with clamp, 
80c. pair. 

Rope.—Sales have been quite good. 

We quote from jobbers’ stocks, f.o.b. Chi- 
cago: Highest quality manila rope standard 
brands, 16%c. to 17%c. lb. base; No. 2 
manila rope, 15c. to 15%c. 1b.; so-called 
hardware grade manila rope, 11%¢c. Ib.; No. 
1 sisal rope, highest quality standard 
brands, 12%c. to 13%c. Ib. base; No. 2 sisal 
rope, standard brands, lle. to 11%c. |b. 
base. 


Shovels and Spades.—Most of the 
business is being done on furnace 
scoops. 


Stoves.—Sales of stoves have been 
much better during the last ten 
days. Jobbers’ stocks are in fair con- 
dition. No change in price is looked for 
this season. 

Stove Pipe.—This item is really very 
active. 
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We quote from jobbers’ stocks, f.0.b. Chi- 
cago: 6-in., 31 gage, $10.50; 30 gage, $11.50; 
28 gage, $13.70; 26 gage, $16.40; 6-in. elbows, 
30 gage, $1.25; 28 gage, $1.45; 26 gage, $1.70 
per doz. 


Sporting Goods.—Sales are _ still 
much more than merely good. The 
business is first class. Football and 


basketball goods continue to lead in the 
output. 

Singletrees.—Demand has been very 
pleasing this fall. 


We quote from jobbers’ stocks, f.o.b. Chi- 
cago: 34-in. strap and varnished single- 
trees, $9 doz.; 48-in. doubletrees, $12 doz.; 
40-in. neckyokes, $11.50 doz. 


Solder and Babbitt Metal.—There 
has been good demand. Prices here, 
it is noted, are for standard goods oi 
guaranteed composition. 


We quote from jobbers’ stocks, f.o.b. Chi- 
cago: warranted 50-50 solder, $19 per 100 
lb.; Medium 45-55 solder, $18 per 10) Ib.; 
Tinners 40-60 solder, $17 per 100 Ib.; High 
speed babbitt metal, $18 per 100 Ib.; stand- 
ard No. 4 babbitt metal, $7 per 100 Ib. 


Sledges, Mauls and Wedges.—De- 
mand has been fair and prices are at 
the same point. 


We quote from jobbers’ stocks, f.o.b. Chi- 
eago: Striking and B. S. sledges, 5 to 16 
lb., $10 per 100 lb.; wood chopping mauls, 
5 to 8 Ib., $13 per 100 lb.; common fluted 
wedges, 3 to 6 ib., $7.50 per 100 Ib. 


Office of HARDWARE AGE, 
410 Unity Building, 
Boston, Oct. 15, 1921. 

“HE observation that basic mate- 
rials have been liquidated as to 
price and that finished goods on 
which much labor has been expended 
have not been liquidated is well borne 
out by the price activities of the week 
past. For instance we find advances 
in sash cord, a direct product of cot- 
ton, and sheet steel. On the other 
hand goods which require considerable 
skill and extensive operations in the 
making, have been cut in price. Some- 
where in the future we shall have the 
uprising basic materials meeting the 
downcoming finished goods and at that 
somewhere we may expect to have 
some degree of stability of prices. 
Business is encouraging because there 
are none who are making fewer sales 
than a week ago, whereas most of the 

jobbers are securing an increase. 


Now that the fall season is well 
under way the hardware business men 
are meeting to discuss conditions and 
interchange ideas, which will all make 
for the more scientific conduct of the 
business as a whole. A group of meet- 
ings has been held in five cities in New 
England; many New Englanders will 
be in attendance at the national con- 
vention at Atlantic City next week. 
Besides acquiring additional informa- 
tion about facts and figures these 
meetings are good psychologically, as 
confidence is generated when men of 
the same impulses and purposes get to- 
gether. Confidence is one of the big 
factors in bringing back that long- 
awaited business revival. 

Mill supply houses and allied busi- 
nesses will have exhibits at the Textile 
Exposition in the Mechanics Building, 
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Sash Weights.—No change in price. 
A reasonable amount of business is 
done. 


We quote from jobbers’ stocks, f.o.b. Chi- 
cago: Ton lots, $37.50 per ton; small lots, 
$40 per ton; stock shipments, $42.50 per ton. 


Steel Sheets.—While there is no 
heavy demand there is a fair amount 
of sales. 

We quote from jobbers’ stocks, f.o.b. Chi- 


cago: 28 gage galvanized sheets, $5.15 per 
100 Ib.; 28 gage black sheets, $4.15 per 
100 Ib. 


Stove Boards.—Orders are coming in 
frequently at the same prices. 


We quote from jobbers’ stocks, f.0.b. Chi- 
cago: Crystal wood lined square boards, 26- 


in., $14.45 doz.; 28-in., $16.95 doz.; 30-in., 
$19 doz.; Crystal paper lined stove boards, 
square, 26-in., $8.15 doz.; 28-in., $9.10 doz.; 


30-in., $10.80 doz. 

Sash Cord.—Sales have been about 
same since the recent advance. 

We quote from jobbers’ stocks, f.o.b. Chi- 
cago: No. 7 sash cord, standard brands, 
$8.45 doz. hanks; No. 8 sash cord, standard 
brands, $9.75 doz. hanks. 


Screws.—There has been no price 
decline and sales are light. 
We quote from jobbers’ stocks, f.o.b. Chi- 


cago: Flat head bright screws, 77%-20 per 

cent off list; round head blued, 75-20 per 

cent off list; flat head brass, 72%-20 per 

cent off list; round head brass, 70-20 per 
BOSTON 

Boston, from Oct. 31 to Nov. 5. The 


week was interrupted by a _ holiday, 
which always slows down business tem- 
porarily. 

Jobbers feel that retailers are not 
anticipating a long and cold winter, 
having been lulled by the mild season 
last year. Weather prophets are al- 
most unanimous in predicting a severe 
winter. From the Blue Hills obser- 
vatory, Boston, comes the prediction 
that real winter will set in about Nov. 
1, with heavy snows and low tempera- 
tures. Reckoning from climatic studies 
for the past seventy-five years and 
counting on the seven-year cycle, the 
coming winter will be a cold one. 
Every month of the year so far has 
been warmer than normal, with the ex- 
ception of June, and compensation for 
this condition will be made during the 
winter months. The rural weather 
prophets say the crows started south- 
ward a fortnight early. Many animals 
have longer fur and the horse chestnut 
burr is tougher this year than usual. 
Violets and witch-hazel blossoms were 
recently found in New England, the 
unseasonableness of which further 
points to a hard winter. Winter goods 
will probably be in great demand and 
the prudent retailers will not be caught 
short. 

Bolts and Nuts.—Though last week 
it was expected that machine bolts 
and carriage bolts would be raised be- 
cause of an expected advance in the 
steel from which they are made, the 
makers now state that such an advance 
has been postponed for the present 
though the market tendency is stiffer. 
Business continues fair in these com- 


modities. 

We quote from jobbers’ stocks: Machine 
bolts with H P nuts, % x 4-in., smaller and 
shorter cut threads, 60 per cent discount: 
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cent off list; japanned, 70-20 per cent off 
list 


Toys.—Business has shown some- 
thing of a spurt in toys and good sales 
are looked for until Christmas. Deal- 
ers are buying late and it is causing 
quite a rush. 

Traps.—Sales 


have been good and 


are expected to be still better. 

We 1m jobbers’ stocks, f.o.b. Chi- 
cago: N Victor, $1.71; No. 1 Victor, 
$2.01 : | Victor Giant, $2.56; No. 1% 
Victor No. 0 Oneida Jump, $2.37; 
No. 1 Oneida mp, $2.75; No. 1% Oneida 
Jump, $4.12; N 0 Triumph, $1.71; No. 1 
rriumpl e201. No. 1% Triumph, $3.05; No. 
115 X Tr e Cl h, $3.25. 


Washing Machines.—Good sales for. 
fall are noted. Many manufacturers 
have brought down prices and it is 
considered this action has helped busi- 
ness. 

Wire Goods.- have been at 
least fair and have not been affected 
by the recent price advance. 

We quote from jobb« s, f.o.b. Chi- 


Sales 


cago: No. 8 black anne , $3.35 per 
100 Ib.; galvanized bart» $4.30 per 
100 Ib.; 12 mesh black paint wire cloth, 
$2.50 per 100 sq. ft.; poultry tting, 55 per 
cent off; galvanized after w 50 per 
cent off; catch weight spool ¢ nized cat- 
tle wire, $4.30 per 100 Ib.; 80 rod spool gal- 
vanized hog wire, $3.85 per ol; No. 8 
galvanized plain wire, $3.85 per 100 Ib. 


larger and longer, 50, 10 and 5 per cent dis- 
count, with C T D nuts, 50 per cent dis- 
count; tap bolts, 10 per cent discount; com- 
mon carriage bolts, small, 5’ and 10 per 
cent discount; large 50 and 5 per cent dis- 
count; stove bolts, 50 and 10 per cent dis- 
count; bolt ends, 50, 10 and 5 per cent dis- 
count; tire bolts, 60 per cent discount. 

Nuts, H P square, blanks, $2.50 per 100 
lb.; tapped, $2.25; C P C and T square, 
blank, $2.50; tapped, $2; semi-finished hexa- 
gon nuts, ,-in. and smaller, 75 per cent 
discount; larger, 70 per cent discount; 
finished case hardened nuts, 60 and 10 per 
cent discount; machine screws, nuts, iron, 
list; machine screws, nuts, brass, 25 per 
cent discount. 

Carpenters’ Tools.—A recent flurry 
of demand has come from vocational 
and manual training schools in New 
England who are asking for prices on 
levels, planes, gages, squares, rules, 
chisels, gages, etc. The orders result- 
ing are considerably smaller than the 
original askirgs as the school budgets 
have to be met. The plasterers’ strike 
in Boston is over and any building 
halted for this reason will now be re- 


sumed. 


Copper Vessels.—Copper tea kettles 
have declined 20 per cent and wash 
boilers have been marked down 10 per 
cent. 

Cotton 
vances ranging from 
cent have been made. 


Garage Hardware.—The car must be 
kept snug in the winter and automobile 
owners are replacing worn garage 
hardware with new. There are many 
new garages, both public and private, 
in process of construction. The lower 
prices on automobiles is also making 
more owners of cars. 

Hoists and Lifting Devices.—Small 
plants and foundries are requiring lift- 
ing equipment other than cranes and 
jobbers are disposing of considerable 
quantities at this time. 


ad- 
per 


price 
12% 


Gloves.—Recent 
10 to 
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Iron and Steel.—Business is slowly 
reviving, some fairly large orders hav- 
ing been placed within the past few 
days. The chief demand has been for 
bars, sheets and plates. Due to the 
recent raise of $5 per ton by mills 
on sheets the local jobbers have ad- 
vanced sheet prices to $4.50 per 100 
lb. for No. 28 black sheets and $5.50 
per 100 lb. for galvanized. 


We quote from jobbers’ stocks: 
lron.—Refined, $2.83 per 100 lb. base; 4% 


and f,-in. round and square, $4.75; best 
refined iron, $4.75; Wayne iron, $6.50; Nor- 
way iron rounds, %-in. to 2%-in., $5.75 
base; all other sizes, $6.75 bas 


aASe. 
Steel.—Soft steel bars. $2.811%4 to $2.83 per 
“100 lb. base; flat, $3.83 to $3.93; concrete 
bars, plain, $2.8114%4 to $2.83; twisted, $2.50; 
angles, channels and beams, $2.81% to $2.93; 
tire steel, $4.20 to $4.70; open-hearth spring 


steel, $5.25; crucible spring steel, $11.50; 
steel bands, $3.46% to $3.93; steel hoops, 
$4.18; cold rolled steel, $3.80 to $4.30; toe 
calk steel, $5.25. 


Quality differentials, lots under 1000 Ib. 
of a size, 35c. per 100 Ib.; lots of 1000 Ib. to 
1999 Ib. of a size, 14c. 


Nails.—Jobbers advanced the price 
10c. per keg last week, making the new 
quotation $4.20 per keg. This, of 
course, is a result of the up-marking 
by manufacturers. Both demand and 
sales are better. 

We quote from jobbers’ stocks: 
nails, per keg from the store, $4.20 base, 
f.o.b. Boston; cut nails, $4.50 per keg, base; 
galvanized cut nails, $8.30, base. Tremont 
schedule of extras same as heretofore. 

Porcelain Stoppers. Hutter’s 
porcelain stoppers have been reduced 
to $3.25 per gross from the former 
figure of $3.50. 


We quote from jobbers’ stocks: Sampsons 
stoppers, No. 2, to fit all Crown stopper bot- 
tles, $1.80 per doz.; No. 3 to fit all hot 
water bottles, $3 per doz.; Nos. 6 and 7, to 


Wire 


Office of HARDWARE AGE, 
1002 Park Building, 
Pittsburgh, Oct. 17. 


T seems that railroad officials have 
finally come to their senses, and 
are realizing the necessity of mak- 

ing material reductions in freight rates 


on iron and steel that will more 
quickly bring about a revival in the 
steel business. Effective Oct. 20, 


there is a reduction of 28 per cent in 
freight rates on iron ore from the ore 
mining districts to all pig iron mak- 
ing points. The railroads made this re- 
duction, as they state, to help out the 
blast furnaces by reducing their costs 
for making iron, but the fact is the re- 
duction will not afford much, if any, re- 
lief for the reason that practically all 
the ore that will be needed by the blast 
furnaces till next spring, when lake 
navigation opens again, has already 
been brought down. It is believed, how- 
ever, that this reduction in ore freights 
is a forerunner of a general reduction in 
freight rates on iron and steel that is 
so badly needed, and that should be 
made by the roads at the earliest date 
possible. 

There are many inequalities in 
existing freight rates that need to 
be straightened out as soon as it 
can be done. For instance, the 
freight rate on copper products 
such as copper sheets, eaves troughs 
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fit all vacuum bottles, $4.20 per doz. Dis- 
counts 30 per cent, or 30 and 5 per cent in 
gross lots. Beer bottle stoppers, porcelain, 
$3.50 per gross. ; 
Poultry Netting—New jobbers dis- 
counts have been made on galvanized 
hexagon poultry netting. On direct 
shipment these discounts will be 50 
and 5 per cent off, f.o.b. Pittsburgh; 
from jobbers’ stocks they will be 40 
and 10 per cent off, f.o.b. Boston. 
Rope.—It was reported erroneously 


in these columns Oct. 6 that the price 
of manila rope was lc. per lb. lower. 


Instead, the market advanced Ile. 
per lb. 

We quote from jobbers’ stocks: Manila 
rope, 19c. per lb. Sisal rope, 15c. per Ib., 
base. 


Sash Cord.—Further advances have 
been made in sash cord, due primarily 
to the higher price of cotton. The 
new advances represent 2 cents a lb. 
Phoenix grade now sells for 41 cents 
base; Sachem grade, 39 cents base. 


We quote from jobbers’ stocks: Sash 
cord, Acme, No. 6 42c. per Ib.; No. 7, 40c.; 
Nos. 8, 9. 10 and 12, 39c. Cheaper grades, 
No. 7, 38c. per Ib.; No. 8, 37c. Sampson, 
spot, No. 7, 62c. per lb.; No. 8 and larger, 
6l1e. 


Taper Pins.—A reduction has been 
made by wholesalers on taper pins, 
the new discounts being 80 and 10 
per cent off list, instead of the former 
75 per cent. 

Thermos Bottles.—In order to com- 
pete with German bottles two promi- 
nent American makers, the American 
Thermos Co., and the Landers, Frary 
& Clark, have just made a substan- 
tial reduction. In a letter to job- 
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and other goods from Pittsburgh 
to Lynchburg, Va., is $2.34 per 
100 lb. The freight rate on the same 
goods from Cleveland, Ohio, is $1.17 
per 100 lb. When it is remembered that 
copper goods made up and shipped 
from Cleveland must come via Pitts- 
burgh to get to Lynchburg, it will be 
seen how ridiculous it is for the roads 
to charge just double the tariff from 
Pittsburgh that is charged from Cleve- 
land. It is also a fact that copper can 
be shipped from Houghton, Mich., to 
Germany as cheap as it can be shipped 
to New York or the New England 
states, and this explains in part why 
Germany is offering copper sheets and 
other products in this country at as 
much as 3c. per lb. under the domestic 
price. The new tariff bill provides for 
a material increase in the tariff on cop- 
per goods made in Germany and 
shipped to this country, and this in- 
crease is badly needed to protect the 
American mills that roll copper prod- 
ucts. 

Conditions in the steel trade in the 
first 10 days of October were quieter 
than the similar period in September. 
The heavy buying in sheets, tin plate 
and wire products in the last two weeks 
of September is now reflected in a 
lighter demand for these products, as 
jobbers and consumers are pretty well 
covered for some time ahead, and are 
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bers one of these companies expresses 
the situation as follows: “The undue 
prominence achieved by imported bot- 
tles we believe to result principally 
from the fact that large quantity re- 
quirements have gone with a low 
price. Goods have not proven satis- 
factory in service and big displays 
have been necessary to turn stocks, 
Reputable dealers have not placed re- 
peat orders.” Hereafter both the 
Thermos and the Universal bottles, 
which formerly retailed at $2.25 and 
$3.50 list, pint and quart sizes re- 
spectively, will now retail at $1.50 
and $2.50. Jobbers will sell these to 
the trade at $12 per doz. net and 
$18.75 net, for pint and quart sizes 
respectively. In addition, the Ther- 
mos company will put into the market 
a new bottle in all sizes, known as No. 
25, which they claim is the lowest 
priced standard bottle on the market 
today. It is made of seamless brass 
corrugated case, full nickle plated. 
The Thermos company guarantees 
against its own price decline until 
July 1, 1922. Both Universal and 
Thermos are going to put on the mar- 
ket a cheaper filler. 


Bottles.—Thermos, brown steel cases, 
pints, $1.50 list: quarts, $2.50; corrugated 
nickel, pints, $3.50; quarts, $5; smooth 
nickel, pints, $4.25: quarts, $5.50; discount, 
25 and 10 per cent. Universal bottles, same 
price and same discount. Ferrostat, black 
finish, pints, $7.50; leather finish, $8.50; 
quarts, black finish, $10; leather finish, $11; 
2-qt., black finish, $15; leather finish, $16. 
Discount, 30 per cent. 

Jugs.—Ferrostat, qt. No. 404, Verde 
copper finish, $14 each, less 30 per cent 
discount. 


now out of the market for the time be- 
ing. Figures just printed show that 
the production of steel ingots in Sep- 
tember was 26,000 tons larger than in 
August, the first time that steel ingot 
output has shown an increase over any 
preceding month for a long time. The 
statement of unfilled orders on hand 
by the Steel Corporation on Sept. 30, 
also showed an increase over Aug. 31 
of a little over 28,000 tons, the first 
time the Corporation has showed an in- 
crease over any preceding month for 
more than a year. All this shows that 
the steel business is slowly righting it- 
self, but it will take many months be- 
fore it will reach normal, and lower 
freights, and possibly lower wages, will 
have to come before it will reach the 
stage where the mills will have all the 
orders they can take care of in rea- 
sonable time. 

Price changes in the past week on 
the heavier steel products were practi- 
cally nil. The Brier Hill Steel Co., a 
large sheet mill interest at Youngs- 
town, Ohio, has announced another ad- 
vance of $5 per ton on all grades of 
sheets, but up to this time other makers 
of sheets have not advanced their 
prices, and at this writing, it is not 
known whether they will do so. Gen- 
eral operations in the steel trade are 
about on a 40 per cent basis, some con- 
cerns doing a little better than this 
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figure, and others are slightly under it. 
However, the steel trade goes into the 
last quarter of the year on a consider- 
ably better basis than in any preceding 
quarter. 

Local hardware jobbers, and some of 
the larger retailers, are interested in 
the coming hardware and accessories 
conventions to be held in Atlantic City 
starting to-day, and this city will be 
well represented at these meetings. 
We believe that often hardware mer- 
chants underestimate the value of 
these meetings to the trade as a 
whole. Many new ideas as to stocks, 
prices, selling, etc., will no doubt be 
given at the meetings, and they will be 
of real value to the merchant who reads 
the reports and uses the information 
in the conduct of his business. The 
accessories that will be on display will 
give new ideas and a better apprecia- 
tion of how this trade has grown, and 
why the hardware merchant should 
give it more attention in the future as 
a really important adjunct of his busi- 
ness. 

Local buying of seasonable hardware 
is fairly active. The new demand for 
cooking utensils is better than for some 
time. Electric and oil heaters are 
also better and already displays of 
holiday goods are appearing in some 
show windows. It is likely that this 
year more than ever gifts will be those 
that are really useful. This will mean 
that many home appliances will be sold 
to the housewife in order to make her 
work lighter. 

Price changes in the past week were 
unimportant, and were mostly on small 
goods. Prices on nearly all makes of 
washing machines are lower, but ‘on 
goods made from copper and cotton are 
slightly higher, due to the recent ad- 
vances in prices on raw copper and 
cotton. 

Aluminum Ware.—Sales are looking 
up, especially in goods for the holiday 
trade. The recent sale of stew pans 
at a special price was a great success, 
several local dealers saying their stocks 
were sold out in the first few days and 
had to be replenished. Dealers are 
laying in larger stocks of aluminum 
ware, believing that from now up to 
the end of the year, their sales will be 
heavier. Prices have shown no changes 
recently. 

Ammunition.—Local dealers report 
the demand for shot guns and loaded 
shells also for general hunting acces- 
sories as being heavier now than at 
this time last year. Many men are 
either idle, or else are working only 
part time, and will be able to take 
hunting trips this year, who under 
ordinary conditions could not get 
away. Prices on all kinds of ammuni- 
tion are firm. 

Automobile Accessories.—Trade in 
accessories is looking up some, espe- 
cially in automobile robes, radiator 
covers and other goods that are used 
mostly in cold weather. The demand 
for tires and tubes is only fair, owners 
of cars evidently believing that prices 
may be lower. Prices on all lines are 
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fairly steady. Prices quoted by jobbers 
from stock are as follows: 

Reliable jacks, No. 1, $2.33; No. 2, $3.33, 
in lots of 12; A. C. Titan spark plugs, 65c. 
in lots up to 10, and 58c. in lots from 10 
to 100; Derf spark plugs, 96c. each for all 
sizes, in lots less than 50; Champion X, 
50c. each for less than 100 and 48c. each for 
over 100; Champion regular, 58c. each for 
less than 100, all sizes, and 56c. each for 
over 100. 


Builders’ Hardware.—As noted last 
week, the local building situation is 
in much better shape in every way than 
it has been in more than a year. All 
labor troubles have been adjusted, and 
the men that were out on strike for so 
many months, are glad to get back to 
work again. Announcement has just 
been made by the Finance Committee 
of the United States Steel Corporation 
that this concern will spend upwards of 
$10,000,000 over the next four to six 
months in making betterments and 
additions to existing plants, and much 
of this huge sum will be spent in the 
Pittsburgh district. This will give 
work to hundreds of men that other- 
wise would have been idle, and will 
also help general business in this dis- 
trict by purchases of materials of all 
kinds. Prices on all lines of builders’ 
hardware are firm, and should there 
be any general advance in prices on 
steel, then higher prices may come on 
some lines of hardware used in build- 
ing construction. 

Bolts, Nuts and Rivets.—New orders 
are showing some increase, but the 
demand is still far short of being large 
enough to keep the makers busy. Prices 
are firmer than for some time, experi- 
ence having shown that cutting of 
prices does not increase the orders, but 
rather has the effect of holding new 
business back. Local makers are look- 
ing for more orders to be placed by the 
railroads in the near future, than they 
have been placing for some time. The 
recently adopted prices are holding 
firm, and are as follows from jobbers’ 
stocks: 


Carriage bolts, % x 6-in., shorter and 
smaller, rolled threads, 65-10 per cent; 
eut threads, 65-10 per cent; larger or 


longer than % x 6-in., 65-10 per cent. 
Machine bolts with H. P. nuts, % x 4-in., 
shorter and smaller, rolled thread, 70-10-5 
per cent; cut, 70-5 per cent; larger or 
longer than % x 4-in., 65-10-5 per cent. 
Machine bolts with C. P. C. & T. nuts, % x 
4-in., shorter and smaller, 65-5 per cent; 
larger or longer than % x 4-in., 65 per 
eent. Lag screws (cone or gimlet point), 
70-10 per cent. Bolt ends with H. P. nuts, 
6£-10-5 per cent. Blank bolts, 65-10-5 per 
cont. Tap bolts, 40-10 per cent. Hot 
pressed square and hexagon nuts, blank, 
5.50 off list; tapped, $5 off list. Cold 
punched C & T square and hexagon nuts, 
blank, $5.25 off list; tapped, $5 off list. Semi- 
finished hexagon nuts, ,-in. and smaller, 
89-10-5 per cent; %-in. and larger, 70-10- 
10-10 per cent. Case hardened hexagon 
nuts, 75-7% per cent. Rivets, ;,-in. diam- 
eter and smaller, 70-10-5 per cent. Rivets, 
%-in. diameter and larger, button head 
structural, $2.40 per 100 Ib. base; cone head 
boiler, $2.50 per 100 Ib. base. 


Clothes Lines.—All makers of cot- 
ton clothes lines have advanced prices 
about 10 per cent, due to the higher 
prices of cotton. 

Ice Cream Freezers.—Local jobbers 
say they are taking quite a few orders 
for ice cream freezers, for delivery to 
their customers in the early spring. 
They are going to lay in heavy stocks, 
in the belief there will be a large trade 
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in these next year. Prices on all makes 
have been fixed for next year, and will 
no doubt hold firm. 


North Brothers Mfg. Co., Philadelphia, are 
Gvoting their lines of Lightning and Bliz- 
zard freezers to the trade as follows: 3-qt., 
list price, $6.56; 4-qt., $8; 6-qt., $10, and 


5-qt., $15. On the Lightning make of freez- 
ers there is a trade discount of 55 per cent, 
and on e Blizzard 55 and 7% per cent. 


lee Skates—Jobbers and retailers 
report quite a good demand this early 
in the season for ice skates, and a 
feature of the trade is that buyers are 


purchasing the higher priced skates. 
One artificial ice skating rink in this 
city has already opened, and is crowded 


nightly. Prices as fixed recently, are 
holding firm. 

Jobbers’ prices are as follows: Men’s 
skates, all clamped and polished, $1 per 
pair; men’s skates, nickeled and buffed, 
$1.20 per pair; men skates, nickeled, 
buffed and hardened, $2 per pair. Women’s 


$1.25 per pair; 


strapped skates, polished 
I and hardened, 


nickeled, $1.60, and nickel 
$2 per pair. 


Iron and Steel Bars.—The local 
market on both iron steel bars 
looks better than for some time. De- 
mand is heavier, and prices are firm. 
Soft steel bars are held firm at 1.65c., 
but this price is sometimes shaded on 
very desirable and large orders. 


Jobbers quote soft steel bars from stock 
at 2.10c. to 2.25c., and common iron bars at 
about 2.75c. to 3c. for fair sized lots. 


Oil Cook Stoves.—Local weather for 
the past ten days has been quite cold 
in the mornings and evenings, and this 
has resulted in quite a brisk demand 
for both oil and gas heating stoves. 
Several other makers have reduced 
prices about 10 per cent, to meet a 
similar reduction made by some mak- 
ers a week or two ago. Jobbers now 
quote as follows: 


Nesco oil cook stoves, No. 212, list, $16.50; 
No. 213, $21; No. 214, $27, the trade dis- 
count being 30 per cent. Prices on Perfec- 
tion oil cook stoves are as follows: No. 32, 
list, $16; No. 33, $21; No. 34, $26.50, the 
trade discount being 25 per cent. 


Screen Doors and Wire Cloth.—Mak- 
ers of these goods will be at the Hard- 
ware Convention at Atlantic City this 
week, and shortly after, it is expected 
that the new prices for the 1922 sea- 
son will be given out. These prices are 
expected to be somewhat lower than 
prices in effect this year. 

Wire Products.—The new demand 
for wire nails and wire is more active 
than for some time, and prices are 
holding firm. Jobbers quote from stock 
to the retail trade as follows: 


Wire nails, $3.25 base per keg; galvan- 
ized, 1-in. and longer, including large-head 
barbed roofing nails, taking an advance 
over this price of $1.25, and shorter than 
1-in., $1.75: bright Bessemer and basic wire, 


and 


$2.85 per 100 lb.; annealed fence wire, Nos. 
6 to 9. $2.85; galvanized wire $3.45; gal- 
vanized barbed wire, $3.85; galvanized 


fence staples, $3.85; painted barbed wire, 


$3.35: polish fence staples, $3.25; cement- 
conte nelle, per count keg, $2.80; these 
prices being subject to the usual advance 
fer the smaller trade, all f.o.b. Pittsburgh, 
freight added to point of delivery, terms 60 
days net, less 2 per cent off for cash in 10 
days. Discounts on woven-wire fencing are 
68 to 70% per cent off list for carload lots, 


67 to 69% per cent for 1000-rod lots. and 66 
to 68% per cent for small lots, f.o.b. Pitts- 
burgh. 

Sash Cord.—Prices have again been 
advanced about 3c. per lb., due to the 
higher prices for raw cotton. Silver 
Lake sash cord is now quoted at 68c. 
per Ib., by jobbers in small lots from 
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stock. The cheaper grades are quoted 
from 42c. to 47c. per lb. 

Steel Wool.—Prices have been re- 
duced about 10 per cent. No. 2 0 is 
now quoted at $1 per lb.; No. 0, 75c.; 
No. 1, 55c.; No. 2, 45c., and No. 3, 35c. 
per lb. Small household packages are 
quoted at 85c. per doz. 

Copper Products.—The situation in 
departments of the copper industry is 
very much better than for a year or 
more. In the past week or so copper 
has advanced about lc. per lb. and is 
reflected in higher prices on all copper 
manufactured products. C. G. Hussey 
& Co., operating the Pittsburgh Brass 
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& Copper Rolling Mills, is operating its 
plant to full capacity for the first time 
in some months. We quote copper 
products as follows: 


Copper wire rods, 13.75c.; copper wire, 
net, 14.50c.; copper sheets, 20.50c.; copper in 
rolls, 19c.; copper bottoms, 28c.; copper 
rods, round, 19¢c.: copper rods, square and 
rectangular, 19.50c. to 19.75c. 

Copper conductor pipe is. still quoted 
40-10 off list; elbows and shoes, 10-10 off; 
copper nails, 25.5¢e. per lb.; copper boiler 
tube ferrules, 60 per cent off list. Raw 
copper is now quoted in small lots at 20.5c. 
per Ib. to dealers. 


It is intimated that prices on all 
copper products will be higher in the 
near future if the market on raw 
copper should continue to advance. 


CLEVELAND 


Office of HARDWARE AGE 
538 Guardian Blig., 
Cleveland, Oct. 17. 


ETAIL sales have been stimu- 
R lated by the demand for season- 

able goods and the general run 
of business in staple lines has im- 
proved. Among other lines that have 
improved retailers report quite a de- 
mand for gas and electric heating 
equipment and oil cook stoves. The 
demand for gas ranges has also com- 
menced to pick up. Jobbers report that 
the demand for electric flat irons is 
better than for some time and that 
holiday orders have increased the sales 
of electric cooking equipment. 

Sales by jobbers show a fair gain, 
but a better volume of orders is coming 
from the country trade than from the 
city merchants. While the city trade 
is affected by the industrial situation, 
a leading jobber reports that his sales 
in Cleveland were as large during Sep- 
tember as during the same month last 
year, leaving out of consideration mill 
supplies and electric equipment for 
building work. 

Some new prices have come out for 
seasonable merchandise for next 
spring’s delivery and quite a few price 
changes were made during the week 
by local jobbers. On some important 
items such as nails, wire and barb wire, 
advances were made by manufacturers 
a few weeks ago, but jobbers deferred 
making corresponding price advances 
until the present time. Irregularities 
in bolt and nut prices have resulted in 
lower regular quotations by jobbers. 
Other items that have been marked 
down include plumbers’ brass goods, 
wood screws, cap and set screws and 
one line of garbagé cans. 

Building activity in Cleveland shows 
an improvement, the amount involved 
in permits issued during September ex- 
ceeding August by over $1,000,000. The 
permits issued during the month aggre- 
gated $3,965,090, as compared with 
$2,761,815 in August and with $3,364,975 
in September, 1920. 

Automobile Tires and Accessories.— 
Jobbers are now taking orders for tire 
chain for early delivery and are making 
a fair volume of sales. Prices are the 
same as a year ago. With the approach 
of the winter season the demand for 


tires and accessories is falling off some- 
what. Prices are unchanged. 


We quote from jobbers’ stocks, 
Cleveland: Reliance jacks, No. 
2, $3.33,. in lets of T2:; A. 
plugs, 65c. in lots up to 10, and 58c. in lots 
of from 10 to 100; Derf spark plugs, 96c. 
each for all sizes, in lots less than 50; 
Champion X, 50c. each for less than 100 
and 48c. each for over 100; Champion regu- 
lar, 58c. each for less than 100, all sizes, 
and 56c. each for over 100. 


Axes.—The demand for axes has be- 
come quite active, as many retailers 
deferred buying for fall until the pres- 
ent time. Prices are unchanged. 


Jobbers quote: First grade single bitted 
axes, handled, $21 per doz.; unhandled, $17 
per doz.; double bitted axes, handled, $26.50 
per doz.; unhandled, 50 per doz.; sec- 
ond grade axes, single bitted, handled, $19 
per doz.; unhandled, $16 per doz.; double 
bitted, handle, $24 per doz.; unhandled, $21 
per doz. 

Bolts and Nuts.—Jobbers’ prices on 
bolts, which have been somewhat irregu- 
lar, have been established at slightly 
lower levels. The demand is fairly 
good. 

Jobbers quote: Large and small machine 
bolts, cut thread, 65 per cent off list; car- 
riage bolts, large and small, cut thread, 60 
to 65 per cent off list; stove bolts, 75, 10 
and 5 per cent off list. 


Brushes.—Retailers are placing or- 
ders in moderate volume for paint 
brushes for spring delivery. As prices 
are guaranteed they are taking no 
chances in placing orders at the pres- 
ent time. A further reduction of from 
5 to 10 per cent on the higher grades 
of brushes is looked for shortly. 


Barb Wire.—Following the recent 
advance in wire prices jobbers during 
the past week made a 15c. advance on 
barb wire. The demand is light. 


We quote barb wire from jobbers’ stocks 
in 80-rod spools as follows: Cattle wire, 
$3 oo hog wire, $3.85; American Special, 


Cap and Set Screws.—Prices on cap 
and set screws have declined about 20 
per cent. The market has _ recently 
been somewhat irregular and makers 
of milled cap and set screws are sell- 
ing their product as low as the prices 
on upset cap and set screws. 


Jobbers quote cap and set screws at 75 
and 10 per cent off list. 


Eaves Trough and Conductor Pipe.— 
The demand for these items at present 
is light. Prices are unchanged. 

Jobbers quote trough, crated, 79 
per cent off list; conductor pipe, crated 
and nested, 72 per cent off list; ridge roll, 
71 per cent off list. 


Electrical Supplies.—The demand for 


eaves 
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flat irons, toasters, grills, etc., has im- 
proved, owing to the fact that retailers 
are beginning to place some orders for 
the holiday trade. There is also con- 
siderable activity in electric heaters. A 
manufacturer of one leading line of 
electric irons has advised the jobbing 
trade that it is at present behind on 
orders for 70,000 irons. 


Drive Well Points.—A price reduction 
of 10 per cent has been made on drive 
well points. 

Fence.—Some sales are being made 
for spring delivery but generally the 
demand for fence is light. Prices are 
unchanged. 


Jobbers quote fence f.o.b. Pittsburgh at 
68 per cent off list for carloads for mill 
shipment and 67 per cent off list for less 
than carloads, mill shipments. 


Food Choppers and Lard Presses.— 
Jobbers report a very good demand for 
these items for early delivery. 


Gasoline Lamps and Lanterns.—Sales 
of gasoline lamps and lanterns by job- 
bing houses is very good, some report- 
ing that their orders for these items 
are larger than for several years. 


Garbage and Ash Cans.—A price re- 
duction of approximately 10 per cent 
has been made on the “Security” line 
of garbage and ash cans. 

aes quote these cans as fottowe: > 

7, $18 per doz.; No. 8, $19.80; No. 

Nails and Wire.—When vaiils re- 
cently advanced prices on nails and 
wire $3 a ton, jobbers did not mark up 
their prices as they had good stocks 
purchased at the old prices. However, 
during the past week these prices have 
been advanced 15 cents a keg for nails 
and 15 cents per 100 lbs. for wire. 


Jobbers quote nails at $3.40 per keg for 
less than car lots for stock shipment; $3.25 
per keg for less than car lots for mill ship- 
ment; $3 per keg for car lots for miil ship- 
ment. For shipment from stock, jobbers 
quote No. 9 annealed wire, -15 per 100 
Ib.; No. 9 galvanized wire, -65 per 100 
Ib.; cement coated nails, $3 per keg; plain 
staples, — per keg; galvanized staples, 
$4 per keg. 


Handles.—There is a fair amount of 
activity in axe, sledge, saw and pick 
handles for early shipment and some 
orders are being booked for agricul- 
tural handles for spring shipment. 


Jobbers quote hickory axe handles, single 
and double bitted, best grade, $5.35 per doz.; 


XXX grade, $4.75 per doz.; XX grade, $4 
per doz.; X grade, 3.15 per doz ; American 
Fork & ‘Hoe Co.’s wood “D” shovel, spade 
and scoop handled, X grade, $6 per doz.; 


malleable ‘‘D’’ grade manure fork and 
spading fork handles, $5 per doz.; X grade, 
long shovel spading handles, $4. 50 per doz.; 


hay and manure fork handles, X grade, 
4-ft., $3.15 per doz.: 4%4-ft., $3.60 per doz.; 
XX grade, 4-ft., $4.25 per doz.; 414-ft , $4.60 


per doz. 

Ice Skates.—The demand for ice 
skates, which has been rather slow, has 
improved considerably during the past 
week or two. Prices are unchanged. 

Ice Cream Freezers.—Some ice cream 
freezers are being sold for spring de- 
livery and there is still a limited de- 
mand for early shipment. 


Jobbers quote Lightning 
$3.60; 6-qt., $4.50. White 
$4.50; 6-qt., $5.40. 


Levels.—The demand for levels con- 
tinues rather light. 


freezers, 4-«t., 
Mountain, 4-«' 


Jobbers quote Stanley levels as follows: 
No. 0, cherry, non-adjustable plumbs and 
levels, $11.50 per doz; same, adjusta 


? 


with brass trimmings, $20 per ‘doz.; No. 93, 
mahogany levels, adjustable and brass 
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bound, 24-in., $2.89 each; 
28-in., $3.26; 30-in., $3.40. 


Lanterns.—Sales of lanterns for early 
shipment have become fairly heavy. 
Prices are unchanged. 

Lawn Rollers.—Jobbers have com- 
menced to take orders for lawn rollers 
for early spring delivery and anticipate 
a heavy demand. The Dunham Co., 
Berea, Ohio, has issued new prices on 
these rollers. 


Jobbers quote this line as follows: Water- 
weight lawn rollers, 15-in. diameter, $13.50; 
18-in., $15; 24-in., $18. 


Ovens.—Although new prices were 
recently named for spring shipment, 
very few orders have been taken so far. 


Jobbers quote glass door ovens, No. 700, 
2.60; No. 750, $3.25; No. 850, $4.60. Cor- 
responding sizes, without glass doors, $2.40, 
$2.95 and $4.10. 


Oil Cook Stoves.—With the approach 
of winter the demand for oil cook 
stoves has been stimulated, sales being 
largely to the city trade. A heavy de- 
mand for these stoves is looked for, as 
many city residents who use natural 
gas for fuel supplement their gas stoves 
with oil cook stoves for use in case of 
a natural gas shortage. An increasing 
demand is reported for the cabinet type 
of cook stoves. 


Jobbers quote oil cook stoves as follows: 
Harvard, 2-burner, $10.85; 3-burner, $14.25; 
4-burner, $18.20. Cabinet type, 2-burner, 
$14.35; 3-burner, $18.50; 4-burner, $24.20. 


Oilers—Prices on coppered steel 
oilers, including mowing machine oilers, 
have declined 10 per cent. 

Poultry Netting and Wire Cloth.— 
Sales are being improved in moderate 
volume for spring shipment at prices 
recently named by jobbers. 


We quote new prices as follows for mill 
or stock shipment: Poultry netting, 50 per 
cent discount; 12-mesh black wire cloth, 
$2.10 per 100 sq. ft.; galvanized, $2.60 -per 
100 sq. ft.; bronze wire cloth, $7 per 100 ft. 


Paints.—Stains and automobile paints 
are moving well, but the demand for 
varnish is only moderate and mixed 
paints are quiet. 


Jobbers quote best quality paints at $2.60 


per gal. for colors and $2.75 for bs 
in- 


Turpentine, 90c. per gal. in bbl. lots. 
seed oil, 77c. per gal. for raw oil and 79c. 
per gal. for boiled oil. Best quality white 
lead, 12\4c. per Ib. in 100-lb. kegs. 


Plumbers’ Brass Goods.—A price re- 
duction of 10 per cent has been made 
on plumbers’ brass goods, including 
faucets, stop and waste cocks, nickel 
plated tubular goods, etc. These reduc- 
tions were recently made by manufac- 
turers, but have just been placed in 
effect by a local jobbing house. 

Rope.—Prices are unchanged and the 
market is not particularly active, 
although some orders are being taken 
for spring shipment. 


Jobbers quote best grade manila rope at 
16%c. per Ib. for mill shipment and 174c 
per lb. for stock shipment, and sisal rope 
at 13c. per lb. from mill and 13%c. per Ib 
from stock. 


Sporting Goods.—Jobbers report a 
very good demand for foot balls and 
basket balls, but there is a’scarcity in 
the supply and shipments are slow. 

Sleds.—Sleds are still moving fairly 
well, although orders are not as plenti- 
ful as they have been. The buying of 
sleds for the coming season has been 
remarkably heavy. 

Stove Pipe and Elbows.—Jobbers are 


26-in., $3.13; 
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still getting a fair volume of orders 


for immediate shipment. Prices are 
unchanged. 

Jobbers quote prices as follows: For ship- 
ment out of stock, six in. Security pipe, 
28-gage, blued, $4 per crate; 26-gage, blue, 
$4.60 per crate; elbows, 28-gage, $1.50 per 
doz. 

Stoves.—A very good demand has 


sprung up for gas heating stoves and 
some jobbing houses report sales larger 
than for several years. The demand 
for the radiant type of stoves is par- 
ticularly good. It is stated that prices 
on gas heating stoves are now fairly 
low and the price reductions are be- 
lieved to have stimulated the demand. 
Sales of gas cook stoves are reported 
to have increased about 50 per cent and 
greater activity is expected in these 
stoves, owing to price reductions re- 
cently placed in effect. 


Steel Sheets.—Sheets are in fair de- 
mand and prices are unchanged. Some 
of the mills announce that they will 
shortly advance prices $5 a ton, but 
jobbers will be able to buy for stocks 
for a considerable period at present 
prices. 

Jobbers No. 28 black 


quote sheets at 
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No. 28 galvanized, 4.75c.; No. 10 
blue annealed, 3.10c. 

Stove Boards.—There is considerable 
activity in stove boards for early fall 
hipment. 

Screws.—Prices on wood screws have 
heen marked down 10 per cent. For 
some time the market had been rather 
irregular. The demand is rather slow. 


Jobbers quote screws as follows: Flat 
head, bright, 75, 10, 10, 5 and 10 off list; 
round head, blued, 75, 10, 5 and 10 off list; 
round head, nickel, 65, 10 and 10 off list; 
flat head, brass, 70, 10, 5 and 10 off list. 


Spray Pumps.—Orders are being 
taken for spray pumps spring ship- 
ment. Prices are from 10 to 15 per 
cent lower than a year ago. 

Sash Cord.—A further price advance 
has been made on several brands of 
sash cord. 


Jobbers quote sash cord as follows: Yale, 
40c. per Ib.; Forest City, 42c. per Ib.; Silver 
Lake, 65c. per Ib. 


Traps.—A price reduction of 10 per 
cent has been made on wood mouse and 
rat traps. 

Wire Kitchenware.—lrices on broil- 
ers, strainers, etc., have been reduced 
approximately 10 per cent. 


TWIN CITIES 


Office of HARDWARE AGE, 
3725 Colfax Ave. So., 
Minneapolis, Minn. 


ENERAL business conditions 
(5 conte to improve each week, 

and indications are that the re- 
tail and wholesale hardware merchant 
is getting his full share of this up- 
ward trend of business conditions. 

It is still true, however, that the 
merchant who gets the business is the 
one who advertises heavily and sells 
his wares at as close a margin as pos- 
sible. 

Special sales by hardware dealers 
have proved the fact that the public still 


PUUUULNANAUUATOGUUUASUAUSGASOONOA AENEAN enn 


THE PRESENT MARKET 


You know how prices are 
changing every day and you 
know what those changes 
mean to your business. Fol- 
low the market reports each 
week and keep with the times. 





Wife 


has money to spend and is willing to 
spend it when they feel that prices are 
down where they can afford to buy. 
Sales of hunting goods have been 
generally satisfactory and are still go- 
ing good. 
Both the public and the merchant 


are now feeling more optimistic over 


the future, and the unemployment dif- 
ficulties seem to be gradually improv- 
ing. 

The credit situation is showing some 
improvement and should get rapidly 


better from now on. 
There have been no price changes of 
importance. 
Builders’ 


Hardware. — Demand for 


builders’ hardware remains exception- 
ally good, and judging from the fact 
that each week shows improvement in 
the amount of buildings in prospect for 
which permits have been issued, sales 
should run very good throughout the 
entire winter. The value of building 
permits as well as the number, issued 
last week, was far larger than any 
week for many years, according to re- 
ports. Hardware dealers carrying com- 
plete lines expect to have a record- 
breaking year. 

Axes.—The demand for axes is im- 
proving now that the winter weather 
has set in, and a fair volume of busi- 
ness is expected. No price changes. 


We quote from local jobbers’ stocks: 
Single bit, $14.50; double bit, $19.50, base 
weights. 

Brads.—Sales continue to be a very 
good volume. Jobbers’ stocks are 
ample. Prices remain firm. 

We quote from local jobbers’ stocks: 
Brads in bulk, 70-10 per cent; in packages, 
70 per cent. 

Bolts.—Sales of bolts continue to 


show improvement along with general 
conditions. Jobbers’ stocks are ample. 
Prices remain as last quoted. 


We quote from local jobbers’ stocks: 
Small carriage bolts, 50-10-5 per cent; large 
carriage bolts, 50-5 per cent; small machine 
bolts, 60-10 per cent; large machine bolts, 
55-5 per cent: stove bolts, 75-10 per cent; 
lage screws, 60 per cent 

Coal Hods.—The demand for coal 


hods is beginning to develop rapidly as 
cold weather has set in for the past 


week. Jobbers’ stocks are ample 
Prices firm. 

We quote from local jobbers’ stocks: 
Japanned open, 17-in., $4.30; 18-in., $4.80, 
japanned funnel, 17-in., $5.40; 18 in. $5.95; 
ralvanized open, 17-in., $6; 18-in.. $6.55; gal- 
vanized funnel, 17-in., $7.40; 18-in., 38 


Eaves Trough, Conductor Pipe and 
Elbows.—There is quite a steady de- 
mand for this line in connection with 
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the completion of homes under con- 
struction. Jobbers’ stocks are ample 
and prices remain firm as last. 


We quote from local jobbers’ stocks: 
Eaves trough, 28 gage, 5-in., lap joint, sin- 
gle head, $4.50 per 100 ft.; 3-in. conductor 
pipe, 28 gage, corrugated, 34.50 per 100 ft.; 
elbows, 3-in., corrugated, $1.63 per doz. 

Files.—Sales of files are beginning 
to show some improvement in line with 
general conditions. Jobbers’ stocks are 
ample. No further price changes. 


We quote from local jobbers’ stocks: 
Nicholson files, 60 per cent; Arcade files, 
60-10 per cent; Riverside, 65 per cent. 


Galvanized Ware.—The demand for 
galvanized ware shows very little, if 
any, improvement. Prices remain as 
last reported. 


We quote from local jobbers’ stocks: 
Galvanized _tube No. 1, $6.40 per doz.; No. 2, 
$7.20: No $8.40; heavy galvanized No. 1, 
$18.50; Noe "2, $20.50; No. 3, $22.80; stand- 
ard 10-qt. galvanized pails, $2.24; 12-qt., 
$2.46; 14 qt., $2.75; 16-qt. stock pails, $4.35; 
18-qt., $4.80. 

Glass and Putty.—The retail hard- 
ware dealer is now getting a very good 
demand for this line, as the retail con- 
sumer is getting in readiness for the 
winter. 


We quote from local jobbers’ stocks: 
Single strength, 80 per cent; double strength 
window glass, 82 per cent. Commercial 
putty in bladders, $4.10 per cwt. 


Lanterns.—Sales of lanterns are 
showing improvement daily, and an 
average amount of business is ex- 
pected. Prices remain as last quoted. 
We quote from local jobbers’ stocks: 
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Tubular long globe, $13 per doz.; tubular 
short globe, $13 per doz.; tubular dash, 
$17.60 per doz. 


Nails.—The demand for nails is very 
good and there is a steady call for all 
the various sizes used in construction 
work. Prices remain as last. 


We quote from local jobbers’ stocks: 
Standard wire nails, $4 base; cement-coated 
nails, $3.40 base. 

Oil Heaters—A very satisfactory 
demand for oil heaters of various 
kinds is now developing. Prices re- 
main as last quoted. 

We quote from local jobbers’ stocks; 
Japanned, polished steel, 3-qt. capacity, 
$3.50 each; nickeled, polished steel, 4-qt. 
capacity, $5. 40 each; blue enameled. body, 
4-qt. capacity, $7 each 

Paper.—This Mes continues to be 
very active and a good volume of busi- 
ness is being done in a retail way. 
Prices remain as last quoted. 


We quote from local jobbers’ stocks: 
No. 2 tarred felt, $2.80 per cwt.; threaded 
felt, $1.58; red rosin sheathing paper, $2.45 
per cwt. 


Registers—Demand for registers 
remains very light, and from the hard- 
ware dealer’s standpoint no large vol- 
ume of business is expected. Prices 
firm. 


We quote from local jobbers’ stocks: 
Cast steel registers, 30 per cent from 
standard price lists. 


Rope.—Demand for rope is showing 
a steady improvement, although sales 
are not large. Prices: show no change. 

We quote from local jobbers’ stocks: 
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Pure manila rope, 181c. ol lb. base; pure 
sisal rope, 14%c. per lb. bas 


Sandpaper.—This ay ‘continues to 
be a very steady seller. Jobbers’ stocks 
are ample. Prices firm. 


We quote from local jobbers’ stocks: 
3est grade No. 1 at $7.20 per ream; second 
grade No. 1 at $6.50 per ream; No. 1 garnet 
paper at $15 per ream. 


Sash Cords.—Sales of sash cords re- 
main very good and of satisfactory 
volume. Prices remain firm. 


We quote from local jobbers’ stocks: 
Best grades from 58c. to 65c. per Ib.; ordi- 
nary sash cord from 36c. to 40c. per lb 


Sash Weights.—The demand for sash 
weights remains very satisfactory. Job- 
bers’ stocks are ample. Prices remain 
as last. 


We quote from local jobbers’ stocks: 
$2.30 per cwt. 


Screws.—-Sales of screws continue to 
show a very steady improvement. Job- 
bers’ stocks are ample and _ well 
assorted. Prices remain as last quoted. 


We quote from local jobbers’ stocks: 
Flat head bright screws, 80 per cent; round 
head blued: screws, 75 per cent; flat head 
japanned screws, 70 per cent; flat head 
brass screws, 72% per cent; round head 
brass screws, 70 per cent. 


Snow Shovels and Sidewalk Scrap- 
ers.—Retail demand has not developed 
as yet as there has been no snowfall. 
About the same volume of business is 
done from year to year in this line. 
Prices show no further decline since 
last report. 

We quote from local jobbers’ stocks: 








Mill and Hardware Supplies Prices—October 17, 1921 


BARS—CRO 
Steel ng To to 40 Ibs., 


Pinch Bars, 10 to 40 Ib., 


BELTING—LEATHER— 

From No. 1 Oak Tanned Butts. 
Belting, Ex. Hvy., 18 oz. ee 
Belting, Heavy, 16 oz...... 40% 
Belting, Medium, 14% 0z..40% 


Belting, Light, Webs cso 50 50% 
Second ity, Sides......- 55% 
Second Quality, Shoulders. .60% 





Cut a aed Lacing, a 
en err 45% 

Loather Lacing Sides, per sq. 

. Raw Hide, No. 1 in- 
side 17 sq. ft. "and over. .47¢ 
¢ 


Ce oe | eee 45 
Rubber— 
Competition (Low Grade) 50&10% 
PRRs 40&10% 
WE ING Ss ocn0s-15éeasie 35% 

BLOCK S—Tackie— 

Common Wood............ y 

PE Sincckisonecvesee Pre 
Bolts— 


Carriage, Machine, &c.— 
Common Carriage (cut thread): 
H% «x 6, and smaller. ..40&10% 
Common Carriage (rolled 
thread): 
* 6, on smaller. .50-10-5% 
arger or longer....... 50-5% 
Phila. Eagle, $3.00 list....60% 
Bolt Ends, H. P. Nuts..... 40% 
Machine ‘(cut thread) : 
% x 4, and smaller... .60-5% 
Larger or longer... .50-10-5% 
DRESSING—Belt— 
Liquid in gal. cans, gal. .$3.00 


DRILL AND DRILL 
STOCKS— 


Twist, Bit Stock...... 50-10% 
ot Taper and Straight 


EMERY—Tarkish— 


Out of =e at present time. 
Domestic, Ib. 


HAMMERS AND 
SLEDGES— 

3 0S Bd. wccescccvcccons 60-10% 

Over 5 Ib... ..ccecees 60-10-10% 

OILERS— 


Steel, Copper Plated.. .60-10-5% 
Chace, Brass and Copper.. a 


Railroad, coppered......... 40 
Chace, Zinc Plated........ 40% 
Railroad, brass ........-. 20&5 % 
PICKS AND MATTOCKS— 
nak MOO COL 40-5% 


Contractor’s Picks 
30-10% Discount 
ROPE— 
Eastern Retail Trade. Per Ib. 
Manila, % tia. diam. and larger: 
Highest Grade. .19144¢ Ib. base 
Second Grade........ 14¢ base 
Hardware Grade 
Sisal, 4% in, diam. and larger: 
Highest eer 23¢ 
Second Grade .... -20¢ 
Sisal, Hay, Hide and Bale "Ropes, 
Medium and Coarse: 
First Quality, 23%2¢; second 


eee er 20%¢ 
Sisal, Yarred, Medium Lath 
F oy Lit 23¢ 
rst BEY coccccscccce 
Ss a ME 20¢ 


Cotton Repe: 
Best 5/16-ia, and larger, 


50¢ to 60¢ 
Medium, 6/16in. and larger, 
47 @48¢ 
4 Sas 5/16-in. and 
Sabu Veaene 45@46¢ 


pan. 
No. 1, %-in. and up..... 23¢ 
No, 2, Ya. and up....17%¢ 


SAWS AND FRAMES— 
Hack— 


— Blades: 
ee eee $4.20 
; Se ere cone e 4.50 
J aS eee 4.80 
ae, ORT oC ree. 
_ a SO ee eee 6.00 
| Je = ee eee Sao ee 6.78 
La ers Ce eae 7 20 
SE MENS s 4b ebaanekawaek 15.38 


Saw Frames— 


Iron adj., per doz.....0.. $3.35 
Steel, adj., 8 to 12 in., per S63 


Steel, adj., steel hdle., per se 2 


Star H. S, Frame........ 20.22 
Adj. Pistol-Grip, rok doz. “$79: 09 


SCREWS— 
Coach, Lag and Jack— 


Coach, oe eee 60-5% 


ack Screws— 
Standard BiB iscesiviccs 40-10% 


Machine— 


Cut Thread Iron, 
Flat Heed or Round pier 
50&10% 
Fillister or Oval Round Head, 
50&10% 
Fillister or Oval eo 
Rolled Thread Iron, F. H. io 
i eer eae 5% 
Fillister or Oval Head. ‘80% 
Rolled a gem: 


F. H. 75-5 
Fillister ov aia Head 60% 
Set and Cap— 





Flat Head, Iron...... +++75-5% 
oy * (Steel) net need over 
MS 5 serps es 
sa Hd, Cap... 
Hex. Hd, ‘ap. . 
4%” and smaller. . 

%” and larger. * ‘Sodioase 
Fillister Head Cap. Perr 45% 
Wood 
Flat Head Iron....... 77%-20% 
Round Head, Iron 75-20-10% 
Flat Head, Brass... .72'%4-20-10% 


Round Head, Brass...70-20- 10% 
Flat Head, Bronze. .55&10&10% 
Round Head, Bronse 

52% &10&10% 


orcs. DIES AND 
Ps— 
Sean ces eseesevevcccoeces 25-5% 


Hand A ag ee ae 45-5% 
4 jp - — errr ‘a 


eee eee eee eee ee 


a? oe sine “A Taps, No. P fe 5 on 
M. S. Teper gy Reo 5% 


WASHERS—Cast— 
Over %-inch, barrel lots, per 
100 Jb. 6.25 


Iron and Steel 
Size Bolt... x 
Washers $9.75 8.50 Gs 





% 
6.50 6.40 
WRENCHES— 
Agricultural ........ 
Alligator or Crocodile 
Died Perksd So cccsceveces 25% 
Stillson pattern.......... 1&5 
Genuine Walworth Stillson, 
624% 
METALS— 
Tin— 
a, WAS cocvvevesvseses 3 
PPOrrerrirrirerr rie 36@40¢ 
Copper— 
Eee Bnmet ccccccccccvcce 15%¢ 
PB eee 15%¢ 
eS BAe 5¢ 
Spelter and reaper Zinc— 
Western spelter ...... YY, @6%¢ 
st Zinc, No, 9 Wing cast 
11%¢ open 12¢ 
Lead— 
American Fis, Per lb. at) tld 
we, BOS Biccessvvce 6% @7¢ 
Solder— 
% x % guaranteed ........ 20¢ 
Be, DB nccecensevvccecoevecce ¢ 
RR ree ¢ 


5% 
Prices on solder \ndicated by 
private brand vary according to 
composition. 


Babbitt Metal— 


Best grade, per Ib........-- oe 
Commercial grade, per lb....40¢ 
Antimony— 

Asiatic, per Ib........ 6% @6%¢ 
Aluaminum— 


No. 1 Aluminum (guaranteed over 
99 per cent pure), in ingots for 
remelting, per Ib..... @3i¢ 
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Animal, Fish and Vege- 


Neatsfoot pure gal 
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Paint Material Prices as Quoted in New York—October 17, 1921 


.82@ White Seal 
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a pure gal..... 82@ WU GE enteccewec ll @11L% Spirits of Turpentine, 
ameMiabicholise Vere Nantes ics, 8 = bed isis Pit BOS carey 
Ray gal. ccccateas 0@ .72 spot per Ib. ...... -7™%@ — Per Ib. mare in OU 
City, 5-bbi. lots, gal... .73@ .75 Soya Bean, bbl, Ib... . 8%@— Blacks Carbon Gas... 104 quo Coach black . 25 — 80 
“ae -544@10 : Nene ene. aa 
“Joa.” ee _ Whiting in Cwt. , os i 3s 2s nme. aa 
4olled. 2¢ per gal. advance on Raw. yeaa : 5 Lampblack ....... 1u%@14 oe secre. 30 — 38 
Lard, city, Steam... . 9%@ 9% Ex. Gilders . 0 fw Chinese, 50° @ Chines ._ eee 70— 
Compound ......... 114 @11% — co. a ° Cobalt, imitation s— & 
Neutral ............ .184%@ .— B Blue, Ultramarine ....10 @3s { bond ote + om ~ 
; one, Ib, os. es eeeeeee 22 Blue, Milori, Ib....... 50 preieaceory _ we 
Cotton seed, My We cise vesesas -26@ .28 Drown, Asericam. Herat’ 84 BROWN :— 
Bleachable s-+.-e0++0 mee — Foot III 8G TS Breen. quetcwm, Barat 9% ¢@ 4 sicaua taan, borat. 
tellow Summer. Prime, Guam Shellac Burnt and Powdered. 64% @15 { bes, bersey.” carat ——— ae 
Me éteecnssssesees -9@ 9% Diamond I .......0.00: St a ERS ll rraw, best grades .27 — 
Cre ie Dhls. i. cice - T@7% ac ©. Game . 2c os 57@ — Gres, Ch dies oo brown, gen- os 
Tallow, acidiess, gal... .82@— =‘ utton ............... 56@ — a a. ke ies Ra, ay ay 
Menhaden TN. sateen Departs — Grinders ...........14 @15 Chioue O Bis. ~.. 50 — .53 
Crude, in bbls......... 29@ — v. S. 2. Pestle. eeeeeu! oe Common ..........-. 13% @— com., 25% pigment. .25 — ... 
es one ba eeeevenney — ‘ED 
Light pressed, gal..... es ee be 76@ — Paris, Green, Bulk ee ~~ eee 2— 2 
Cocoanut, Ceylon, bbl., Orange, Superfine ..... 76@ — - ogi tage Ceeceoen 3 @25 ~ i “ Minimum un i. 
Be ¥., per Ws 2. 9%@ .10 White and Red Lead, Ete. 4” grypen linens 4.50@4.60 Tusean |... mpi Ss 
Cod, Domestic, Prime... .39@ .40 Cents per !b. Indian Red, Standard..12 @14 Venetian .. 15— 2.16 
Newfoundland, in bbl.. .41@ .42 White Lead, Dry....... 7%@7% Samrat ts @28 WHITE 
Corn, Refined bbl. Ib... 10%@ — Zine Natural Red Oxide....10 bn = coped ne oi 9.87 — 10.58 
Crude bbl., per Ib...... - 9@ — Oxide, Selected, per Ib. 7%@ 8% Vermillion, English ...75 @S8 YELLOW ‘ 
Ulive. denatured. bbl Red Seal -- 84%@ 9% a = one Chrome 34 — 36 
WO OR ose ose es $1.15@1.20 Green Beal .ocscccces 9%@114 Yellow, Chrome ...... 34 @36 Ochre, French ..... 14 — 16 








Wood, straight handle, $5.20 per doz.; steel 
blade, straight handle, $4.50 per doz.; gal- 
vanized steel blade, D handle, $11 per doz.: 


steel sidewalk scrapers, $4.50 per doz. 
Solder.—The demand for _ solder 
shows no improvement. Prices re- 
main as last. 

We quote from local stocks: 


jobbers’ 
Half and half solder, 20%4c. per lb. 


Steel Sheets.—There is a little better 
demand for sheets in small lots. Job- 
bers’ stocks are ample and prices re- 
main as last quoted. 

We quote from local jobbers’ stocks: 
28 gage black sheets, $4.25 per cwt.; 28 gage 
galvanized, $5.25 per cwt. 

Steel Traps.—The trapping season 
not having opened up there is very 
little demand for traps, although some 
interest in the way of inquiries is be- 
ing shown. Prices remain as last. 


We quote from local jobbers’ stocks: 
In dozen lots: Victor No. 0, $1.71; No. 1, 
$2.01; No. 114, $3.05; No. 2, $4.21; Newhouse 
Jo. 0, $4.75; No. 1, $5.62; No. 1%, $8.50; 
No. 2, $12.56. 

Stove Goods.—Retail demand is now 
beginning to develop very rapidly as 
the cold weather has set in. Prices 
show no further decline since last 
report. 

We quote from local jobbers’ stocks: 
“Stove boards, crystallized, 28 x 28, $16.15; 
10 x 80, $18.15; 36 x 36, $26.10; stove pipe, 
uniform blued, 28 gage, 6-in., $13.50 per 
erate K. D.; elbows, 6-in., common corru- 
gated, $1.56 doz.; 6-in., adjustable, char- 
coal iron, $2.05 doz.; dampers, cast iron, 
wood or coil handle, $1.50 doz.; shovels, 
japanned,. 15-in., 75c. doz.; japanned jumbo, 
21'4-in., $1.70; japanned jumbo junior, 14- 
in., 60c. doz. 

Tin Plate—There is now some im- 

. s 7 
provement in the demand for tin piate 
but the total volue of business is not 
large. Price remains as last quoted. 

We quote from local jobbers’ stocks: 
Furnace coke ICL, 20 x 28, $14.15; roofing 
tin, IC, 20 x 28, 8 lb. coating, $14.50 per box. 

Washers.—The demand for washers 
remains very dull and very little busi- 
ness is being done. Prices remain as 
last. 

We quote from local jobbers’ stocks: 
One-half in, wrought steel, $6.45 per cwt.; 
l-in. wrought steel, $6 per cwt. 

Weatherstrip—There is a fair av- 
erage amount of business developing 





in this line and sales should improve 


during the next few weeks. Prices as 
last. 
We quote from iocal jobbers’ stocks: 


Wood and felt, %-in and %-in., $2.10 per 
100 ft.; l-in., $2.85 per 100 ft. 


Wheelbarrows.— Demand for bar- 
rows for construction purposes is 
steadily improving. Prices remain as 
for some time past. 

We quote from local jobbers’ stocks: 
Wood stave fully bolted, $36 per doz.: No. 1 
— steel, $7 each; No.-1 garden, $5.40 

Wire.—With the exception of smooth 
black wire used in construction work 
there is very little demand for wire 
at this time. Prices remain as last 
quoted. 


We quote from local jobbers’ stocks: 
Barbed wire, painted, cattle, 80 rod spools, 
$3.30; galvanized, cattle, $3.66; painted hog 
wire, $3.47; galyanized hog wire, $3.91; 
smooth, black annealed No. 9, $3.60 per 100 
rod ra galvanized annealed, $4.10 per 
00 Ib. 


Short Trade Notes 


Schlangen Bros., Chicago, have 
issued a catalog on their new complete 
line of hose accessories which includes 
hose nozzles, couplings and sill cocks. 
The company has been in business for 
twenty years making vrass spe?!:!ties. 
This year they entered their first ven- 
ture of a strictly hardware line. 

To help the dealers sell Milwaukee 
Ford Timers the Milwaukee Auto En- 
gine & Supply Co., Milwaukee, Wis., 
has gotten out a very attractive 
counter display. It is really a silent 
salesman as it holds the company’s 
product in such a position that the 
motorist may easily see the advantages 
of a Milwaukee timer. The text used 
is short, direct and to the point. In- 
stead of a picture of the device which 
might be hard to understand a sample 
is placed on the board. 





Stockholders of the Winchester Co., 
New Haven Conn., were informed on 


Oct. 15, 1921, that dividends of the first 
class of preferred stock would be de- 
ferred, owing to bad business. The 
dividends on this stock being cumula- 
tive, no dividends will be declared in 
either the second class preferred or 
common stock. 


The Stanley Rule & Level Plant of 
the Stanley Works, New Britain, Conn., 
is now selling Stanley tools in cabinets, 
boxes and sets. Considerable thought 
has been given in determining the vari- 
ous assortments and it is felt that deal- 
ers will appreciate the advantages of 
this new arrangement. The company 
plans to advertise these new stock as- 
sortments in national magazines on a 
large scale. Dealer literature is now 
being prepared, 


Salesmen of the Stellberg Hardware 
& Paint Co., Toledo, Ohio, were the 
guests of the McDougall-Butler Co., 
Inc., Buffalo, N. Y., on Friday and Sat- 
urday, Oct. 7 and 8. The party was 
given in Buffalo and the visitors had 
ample opportunity to get acquainted 
with some of the details of varnish and 
paint manufacturing. A tour through 
the McDougall-Butler plant was con- 
ducted by T. H. Greenwood, factory 
manager, who was kept busy answer- 
ing the queries of the salesmen. 

Following the inspection of the plant 
a luncheon was given at the Buffalo 
Chamber of Commerce. This affair 
was made the occasion for an open dis- 
cussion of paint matters, new sales 
schemes and plans for the coming year. 
Several tests were made by members 
of the manufacturers’ staff to show the 
advantages of certain grades of paint 
and their application to particular sur- 
faces. 


Zwebell Bros. have moved from Mil- 
waukee, Wis., to Scheislingerville, Wis. 














NEW GOODS AND NOVELTIES 


Products Being Placed on the Market by Hardware Manufacturers 




















Improved Electric Hand Iron 


An electric hand iron is the newest 
appliance that the Pittsburgh Gage & 
Supply Company, Pittsburgh, Pa., has 
placed on the market. It has all of 
the features of a modern hand iron. 

A swivel connection plug overcomes 
wearing of the cord at the handle by 
providing sufficient flexibility. It also 























Gainaday Electric Hand Iron 


prevents twisting. The Gainaday Hand 
Iron has a patented arrangement of the 
heating element which provides greater 
heat at the tip of the iron where it is 
needed most. It has a heel rest that 
makes ironing far more convenient. 
Simply tipping it backward is all that 
is necessary. 

The handle is designed to fit the 
hand and the bracket bulges sufficient 
to prevent the thumb coming in con- 
tact with the bracket, which means pro- 
tection from burning if the bracket 
becomes heated. 
Tapping Operation Eliminated 

in Assembly of Die-Cast Parts 


A novel design of screw, recently put 
on the market, requires no tapping of 
the hole in which it is inserted. It has 
a Vee-thread of fairly quick pitch, and 

















New Parker Screw 
a cylindrical point or pilot, which 
steadies the thread while it is seating 
itself in the metal. 

In use, a hole is first drilled in the 
piece which would ordinarily be tapped, 
a few thousandths larger than the 
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cylindrical pilot, and the piece to be 
fastened to it is drilled for clearance 
over the threads. The pilot is inserted 
in the hole, and by a few turns with a 
screw-driver the screw is driven to its 
seat. 

The entire screw is hardened and 
heat-treated, so that the thread cuts 
into the metal like a tap. 

It is claimed for this screw that it 
will cut its own thread in die-cast 
or sand-cast parts of gray iron or 
softer metals, and that its use in such 
metals will not injure the thread. Its 
special advantage lies in the fact that 
it eliminates expensive tapping machin- 
ery and skilled labor. It is manufac- 
tured by the Parker Supply Co., Inc., 
New York City. 


Magazine Shaving Brush 


In the class of popular gifts for men 
is the Duo Lather Brush, which is 
about to be distributed to the trade by 
the De Luxe Brush Co., 2517 North 
Second Street, Phila., Pa. 

The Duo Lather Brush has a detach- 
able bristle knot which is a combina- 
tion of Badger hair and bristles set in 

















Duo Lather Brush 


rubber. This knot detaches for cleans- 
ing and sterilizing. 

The brush handle is a hollow tube of 
white metal, nickel plated, with a de- 
tachable cap on the lower end. A 
threaded hollow feed tube runs 
throughout its length, penetrates the 
rubber setting on the upper end, and 
protrudes about a half inch into the 
bristles. In the upper end of this feed 
stem a needle valve is placed which 
controls the flow of cream. The com- 
position of this feed stem is German 
silver and Monel metal. It is non- 
corrosive. 

Collapsible tubes filled with a choice 
of several popular brands of shaving 
cream are provided by the Company, 
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which fit snugly into the handle of the 
brush. The lower end of the feed stem 
screws into the neck and body of the 
collapsible tube, and when the cap is 
adjusted the brush is ready for use. 
One loading will last for approximately 
two months. Each cartridge contains 
90 turns or charges of cream, sufficient 
in most cases for one shave. The Com- 
pany, however, allows two turns to each 
shave and guarantees an average of 45 
shaves per cartridge. 

The cream is fed into the bristles by 
a quarter turn of the brush handle. It 
is fed through the hollow stem and the 
flow is controlled by the needle valve 
on the upper extremity of the feed 
stem. This device measures off the 
shaving cream automatically, and when 
enough cream for a normal lather has 
been thrust into the bristles, the needle 
valve automatically slides into position 
and closes the feed stem, protecting it 
from leakage and cream waste, as well 
as from contamination by air or water. 
When the needle valve in the feed stem 
is closed nothing can get either in or 
out of the cream cartridge. 


Pneumatic Tire Velocipede 

Velocipedes for children have been 
made for many years with iron tire, 
also solid rubber tire. The American 
National Co., Toledo, Ohio, has put on 
the market a boy’s velocipede and girl’s 
tricycle, with regular bicycle pneumatic 
tires, as well as bicycle ball bearings. 

The general impression has prevailed 
that a vehicle of this kind would be too 
high in price and not appeal to the 

















Showing Velocipede with Pneumatic Tires 


trade, but shortly after this velocipede 
was put on the market a substantial as 
well as quick response came from 
fathers and mothers who were looking 
for the best as well as most comfortable 
and easy riding vehicle for their chil- 
dren. 
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Tie This Book to Your Counter 


¥ is assumed you are stocked with McKinney Complete 
Garage Sets. Now here’s what happens. A customer 
comes in. He is building a garage and wants to ask about 
door hardware. You reach for the McKinney catalog. It’s 
fastened to the counter—on the end of a piece of cord. 


You turn over the pages. At page five the customer stops. 
Here is just the kind of door he needs—a sliding-folding 
type for openings from six to nine feet wide. On this page 
he sees three photographic views of the doors, a picture show- 
ing each individual piece of hardware, a plan for hanging the 
doors and a descriptive article about this particular set. He 
looks over the other pages devoted to other style doors and 
other sets, but comes back to page five. He is sold. You 
note the number of the set, swing around to the shelves, take 
down a box with this number on it and the cash register rings 
up a sale. 

Think how much easier this is than the old way of selling 
garage door hardware. No marathon around the store as- 
sembling track, bolts, hangers and hinges. No mistakes and 
no dissatisfaction. 


- If you haven’t McKinney Complete Garage Sets on your 
shelves, you are missing a big opportunity to build up .sales 
and pull down overhead. Send for a copy of this McKinney 
Garage Set Catalog. 

McKINNEY MANUFACTURING CO., Pittsburgh 


Western Office, Wrigley Bldg., Chicago. Export Representation 


MCKINNEY 

















Also manufacturers of 
McKinney farm building 
door hardware, furniture 
hardware and McKinney 
One-Man Trucks. 


Hinges and Butts 
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These pneumatic tire vehicles are 
very easy running on account of their 
full ball bearing equipment, and pneu- 
matic tires are also equipped with 
genuine motor bike saddles. 


Offer Trade New Wrench 
Display Board 
Dealers ordering an assortment of 
wrenches from the Crescent Tool Co., 
Jamestown, N. Y., will receive without 
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Crescent Wrench Display Board 


extra charge a handsome display board 
specially designed for displaying this 
brand. 

The display board is made of quar- 
tered oak, varnished and hand rubber. 
It is mounted with a transfer showing 
the wrenches in actual sizes and natural 
color with the lettering in gold. 


Kitchen Set of Stainless Steel 


Lamson & Goodnow Mfg. Co., Shel- 
burne Falls, Mass., has placed on the 
market a stainless steel kitchen set. 
This set consists of paring or kitchen 
knife, grapefruit knife, steak knife, 
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L. & G. Kitchen Set 


household fork, and a lunch or ham 
slicer—five pieces. The paring or 
kitchen knife is 7-in. over all and has 
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a 3-in. cutting blade tapering from choil 
to its spear point, medium elastic. 

The grapefruit knife is 7%4-in. over 
all, with a 4-in. stiff cutting blade, 
tapering from choil to the spear point, 
which has a rounded end. The steak 
knife is 94%4-in. over all with a French 
shaped cutting blade, medium elastic, 
5%-in. long. The fork is 9-in. over all, 
with a 4%-in. blade, two prongs and 
taper tines and sufficiently stiff in con- 
struction to meet all requirements. The 
lunch or ham slicer has a narrow 
French shaped, medium elastic blade 
with a slight taper from choil to point. 
It is 12-in. over all, the eutting blade 
being 8-in. 

The handles of each piece of cutlery 
are polished and carry a through tang 
to which the scales are securely riveted 
by brass lock rivets and brass pins, 
which add to the appearance of the 
cutlery. All blades are finely buffed. 
The set is contained in a neat box hav- 
ing a folding standard attached to 
facilitate displaying on counter or in 
show case. The box is divisioned to 
properly separate each piece of cutlery 
and is lined with an attractive shade 
of yellow paper giving a good back- 
ground for the set off. 


It Lights You Out Then Turns 
Out the Light 


The Tremont Products Co., 216 High 
Street, Boston, 9, Mass. (a department 
of the Shawmut Machine Works, Inc.) 
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Staylit Switch 


has introduced the Staylit pull socket, 
to the trade. This socket automatically 
interposes a brief interval of delay 
between the act of switching off a light 
and the actual circuit-breaking move- 
ment of the switch which extinguishes 
the light. The Staylit switch works 
otherwise like an ordinary switch, the 
lamp being lighted the instant the 
switch is turned “on.” 

The first form of Staylit switch to 
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be put on the market is a pull socket 
of the attachment style, which can be 
inserted in any medium base socket 
outlet and works with an ordinary 
lamp bulb. 

Long development and improvement 
has produced a quick-break, switch 
mechanism which the manufacturer 
guarantees as reliable and durable as 
any standard switch without the Staylit 
feature. The delay-causing agent is a 
thermostatic element. Staylit switches 
are manufactured under approval of 
the underwriters. 

A Staylit pull socket makes possible 
the convenience and safety of leaving 
a fully lighted room. It serves the 
full purposes of expensive wall switches 
and is even more convenient, for the 
light still shining from the room one is 
leaving enables him to see his way to 
the light-switch of the room he is about 
to enter. To complete its usefulness, 
every Staylit socket is regularly 
equipped with a permanently self- 
luminous pendant containing a high 
grade of real radium compound, which 
makes the pull chain as easy to locate 
at night as in the day. 


Pistol Style Gas Lighter 


The National Liter Co., Chicago, III., 
announce that they are now manufac- 
turing the “Shoot-a-Lite”’ Gas Lighter 


Shoot-A-Lite 


in a new model with many improve- 
ments. They claim the “Shoot-a-Lite” 
to be a durable gas lighter and easy 
to operate—you merely pull the trigger. 


Abrazo 


The American Steel Wool Mfg. Co., 
Inc., New York, N. Y., offers the trade 
Abrazo, which has been developed to 
meet the steadily growing demand for 
a real aluminum cleanser in a conven- 
ient and easily applied form. 

Abrazo consists of six rolls of softly 
wooled American steel wool and a cake 
of Abrazo aluminum soap. The Abrazo 
package is printed in three colors. 
While Abrazo is primarily an aluminum 
cleanser it is also adapted for removing 
burnt food, grease stains, tarnish, 
rust, etc., from other cooking ware, 
such as Pyrex, enamel, tin, iron, copper 
or brass. The Abrazo rolls should ap- 
peal to the housewife in that they are 
easy to grasp, easy to hold and easy to 
apply. 

A feature of Abrazo is Abrazo soap— 
one cake of which is in every package. 
Abrazo soap is a scientifically com- 
pounded article made specifically for use 
on aluminum and other cooking ware 
having a highly polished surface. 
Abrazo soap is made of pure vegetable 
oils only and contains no coloring mat- 
ter. 








